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ADVERTISER'S WEEKLY 


FAST 
LETTERPRESS 


SWINDON SIGNCRAFT LTD. 
Swindon 3282 


Where do these 
figures lead? 


Sir,—Since commercial tele- 
vision first became a reality, ad- 
vertisers have been bombarded 
with statistics and astronomic 
figures by the programme con- 
tractors, and also by numerous 
television advertising film makers 
—some good, some bad and 
some indifferent. 

Time has now exploded some 
of the astronomic figures quoted. 

During the last few weeks a 
new form of statistic has been 
appearing on my desk. It pur- 
ports to show me how the sales 
of food and fats, etc., advertised 
on television have increased in 
those homes having television 
sets and yet has remained con- 
stant or decreased in those homes 
still not so blessed. 

But do these figures really 
mean anything unusual or out- 
standing? The fact that in “the 
good old days” before commer- 
cial TV the magazines and 
national press refrained from too 
much of this “figure slinging” 
does not alter the fact that many 
companies were content to put 
their faith in one or a selected 
number of periodicals. 

I can only presume that (for 
instance) “Mr. Bird” would be 
extremely disappointed if there 
was not more custard sold in 
Picture Post homes than in those 
homes never pervaded by that 
excellent periodical. 

Quod erat demonstrandum. 

MAUuRICE P. STILES 
Stevens Lane, Claygate, Surrey. 


Does technical 
ability count ? 


Sir,—Mr. Wright was quite 
justified in pointing out the 
difference between accountancy 
and advertising, in reply to the 
outburst of Mr, Evans (June 22). 

Like Mr. Wright, I would also 
be interested to learn the limits 


To The Editor .. Fast 


of qualification in advertising. I 
also wonder how much practical 
experience of printing and typo- 
graphy many advertising repre- 
sentatives possess. Though I 
have over 20 years’ such experi- 
ence in newspapers and commer- 
cial printing, it seems to count 
for nothing in the sphere of 
advertising. 

Although I have made 
numerous applications fof posi- 
tions of advertising representa- 
tive, they appear to be not worth 
the paper they were written on, 
as | have never received any 
replies to my letters—not even 
when a_ stamped addressed 
envelope was enclosed! 

JoHN A. HARGREAVES 
Blackburn, Lancs. 


It worked in 
the end 


Sirn,—The letter from Mr. 
Evans refers to an advertisement 
for “an assistant to the advertis- 
ing manager,” which may well be 
the advertisement put in for my 


rm. 

No doubt the offending phrase 
asking for some knowledge or 
experience of advertising seems 
extraordinarily naive, but the 
fact is that we advertised several 
times without such a phrase, and 
had a wonderfully diverse selec- 
tion of answers offering all sorts 
of experience other than advertis- 
ing. 

The fact remains that the final 
advertisement brought in several 
suitable applications, one of 
which was accepted. 

Kay RAYNER. 
Taylor, Law & Co., Ltd., 
Stourbridge. 


Does not need 


an expert 


Sir,—I do not think R. P. L. 
Evans (June 22) has considered 
the matter from the manufac- 
turers’ point of view. It is prob- 
able that the latter acknowledges 
the advertising profession by 
using an agency. He does not, 
therefore, need an expert on 
advertising as an assistant adver- 
tising manager but, more prob- 
ably, someone who is skilled in 
the trade in which the manufac- 
turer is engaged, to liaise with the 
advertising experts. 

In this case some knowledge 
and experience of advertising 
would be “an advantage.” : 

Mr. Evans mentions an assis- 
tant accountant. To ask whether 


he has a knowledge of account- 
ancy is obviously ridiculous but 
if he had, in addition, a know- 
ledge of production methods in 
the case of a manufacturer, that 
would be an advantage. 

I would mention that I am 
employed by a manufacturer. 

K. SCANES 

Wardown Crescent, Luton. 


He’s thankful 
for controls! 


Sir,—We in advertising should 
be thankful that in this country 
we possess the statutory and local 
controls over poster advertising 
that we do. For, in many Euro- 
pean countries, practically no 
restrictions are imposed by 
authorities on the inappropriate 
erection of sites by the more 
unscrupulous members of our 
trade. 

In one of the most beautiful 
groups of mountains in Central 
Europe—the Italian Dolomites, 
whose golden towering peaks rise 
to over 10,000 feet—we can now 
find on many of the passes 
mammoth-sized bulletin boards 
advertising household products 
and petrols. 

Not only do these ugly con- 
structions mar the views of the 
lovely peaks above and the 


THIS WEEK 
Photograph of the month—page 44 


NEXT WEEK 
Focus on East and Central Africa 


beautiful valleys below, but they 
also remain completely out of 
keeping with the immediate sur- 
roundings of the flower-carpeted 
Alps. 

K. C. OSBORNE. 
London, S.W.17. 

[No one suggests that outdoor 
advertising in Britain should be 
uncontrolled. The fear is that, 
given the powers, local planners 
would obliterate it altogether — 
Epiror.] 


Fast service 


Sir,—Some clients of ours, 
Messrs. Pearce, Duff & Co. Ltd., 
the well-known manufacturers of 
jelly, custard, blancmange, etc., 
decided they wanted a 3-colour 
silk screen showcard for a 
regional campaign in the Ports- 

mouth area by the end of the 
week commencing July 18. 


Our production manager called 
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‘SILK SCREEN 
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SWINDON SIGNCRAFT LTD. 
Swindon 3282 


in G. & B. Arts Ltd., who have 
never received an order from us 
before and have nothing whatso- 
ever to do with this company, 
and asked them if they could do 
it. Not only did they do it. but 
within 24 hours of the receint of 
our artwork the 12 in. by 9 in. 
3-colour showcards were on our 
doorstep. Printing was first class 
and colour rendering excellent. 
I was so impressed with their 
remarkable service that I thought 
it would be a nice idea to write 
and tell you about it. 
Frank S. WINFIELD, 
Director. 
Raynor, Webber & Styles Ltd., 
Albemarle St., London, W.1 


Club’s history for 


paper’s readers 


Copies of a cartoon history of 
FA Cup finalists Birmingham 
City, by Norman Edwards, have 
been presented free to readers of 
the Birmingham Evening Des- 
patch. The cartoons originally 
appeared in serial form in the 
Evening Despatch, ending on the 
day before the Final at Wembley. 

With each illustration appeared 
a coupon which readers were 
invited to cut out and save. The 
complete set of coupons were 
then exchanged for a copy of The 
Blues, as the booklet is called. 

Applications have come, say 
the publishers, from Sweden, 
Cyprus, Germany, Southern 
Rhodesia, Tasmania, Kenya, 
Japan and Australia. 


Footwear fashions 


Miss Evelyn Whiteside, fashion 
adviser and director at Fortnum 
& Mason Ltd., is to open this 
year’s Fashion in Footwear 
exhibition, at the Washington 
Hotel, Curzon Street, from 
October 1 to 5. Fashion in Foot- 
wear is organised by H. Mannall- 
Eastwood, a director of the 
National Trade Press Ltd., and 
promoted by Footwear. It will 
be the 11th exhibition to be held 
since the war. 
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GORDON £ GOTCH ADVERTISING LTD. 


are moving heaven and earth to serve you better 


moving. in fact, to Mercury House, 20 St.Bride Street, London E.C.4 


Pe -- 2 
y 


on July 9. Telephone (unchanged): FLEet St. 4030 


And this is Mercury House —a stylish addition 

to the Fleet St. skyline which will make Gordon & Gotch Advertising 
one of the best-housed, best equipped agencies in London... 

now more than ever a force to be reckoned with 

in modern advertising! 


Advertising — always a move ahead! 
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TV spending: £4 million in the 


EXPORT AD CONFERENCE 


may be off 


iw now seems unlikely that 
the Advertising Association 
will stage in the autumn an 
exports conference as suggested 
at the Brighton Conference. 

A date early in the New Year 
-is now being talked of. 

The Association has_ been 
influenced by a statement by the 
Incorporated Sales Managers’ 
Association ‘that the one-day 
conference to be promoted on 
October 9, in association with the 
British Institute of Management, 
with the theme “The Manage- 


jew woouy 
FBI PLAN 

The Scottish Council of the 
Federation of British Indus- 
tries may hold a _ two-day 
export conference in the 
autumn. 

Members have been asked 
to express their opinions on a 
programme including these 
headings : Choosing the 
market; Selling the product ; 
Exhibitions and trade fairs ; 
and Advertising and public 
relations overseas. 

Venue and dates have not 
yet been suggested. 


eeeeen 


ment Challenge of 1957—Can We 
Sell Our Way Out of Inflation” 
will be concerned with export. 

Commenting on the theme, 
G. La Niece, chairman of ISMA, 
says: “This means we want more 
overseas sales at better prices.” 

After informal talks between 
officials this week, representatives 
of the AA and the Institute of 
Practitioners in Advertising will 
meet ISMA next Wednesday to 
discuss how they can help with 
the October conference. 

A final decision on the pro- 
posed conference on _ export 
advertising is expected to be 
taken by the AA after the meet- 
ing with ISMA. 

(See Comment—page 16.) 
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first 6 months 


Autumn date = PoRECAsT For YEAR: £10 MILLION 


A LMOST four million pounds was spent on commercial TV 
advertisements in the first six months. This figure is 
quoted in the first issue of the “TV Statistical Review”—new 
sister paper of the “Statistical Review of Press Advertising.” 


In his foreword, founder and 
chairman, Jesse Scott, of Media 
Records Ltd., forecasts that the 
next six months should see a 
further six million spent on 
advertising in this medium— 
bringing the year’s total invested 
in ITV near to the ten million 
mark, 


The six month expenditure of 
£3.918,492 is broken down as 
follows: October—£837,605 (in- 
cludes nine days in September), 
November—£609,972, December 

£619,348, January — £495,618, 
February—£572,912 and March 
—£783,037. 


Soap and detergent firms figure 
highly in the top 21 advertisers 
listed as Shell Petrol (£91,460), 
Omo_ (£69,405), Daily Mail 
(£67,835), Surf (£67,777), Lyons 
Tea (£65,038), Guinness (£54,018), 
Stork Margarine (£49,181), Esso 
Petrol (£41,092), Horlicks 
(£39,910), Persil (£36,511), Lyons 
Bev (£35,432), Daz (£35,237), 
Lyons Chico (£33,286), Oxo 
(£32,795), National Milk Pub- 
licity (£32,666), Schweppes Indian 
Tonic (£32,555), Tide (£32,430), 
Senior Service (£30,769), Summer 
County Margarine (£30,645), Gil- 


lette Razors and blades (£29,807) 
and Goodyear Tyres (£29,807). 

J. Walter Thompson Co., Ltd., 
head the agency figures with an 
expenditure of £408,021. Next 
eleven are listed as S. H. Benson 
Ltd. (£384,842), Lintas Ltd. 
(£214,551), Colman, Prentis and 
Varley Ltd. (£208,311), Immedia 
Ltd. (£200,046), Service Advertis- 
ing Co., Ltd. (£190,103), Masius & 
Fergusson Ltd. (£160,700), W. S. 
Crawford Ltd. (£153,228), Foote, 
Cone & Belding Ltd. (£129,390), 
McCann-Erickson Ltd. (£121,304), 
Erwin Wasey Co., Ltd. (£113,686) 
and Young and Rubicam Ltd. 
(£104,813). 


Newsprint price 
is pegged 


The Association of Makers of 
Newsprint has decided to peg 
newsprint prices for a further six 
months “despite rising production 
costs.” 

The position will be reviewed 
at the end of the year. . 

The equalised price of news- 
print is to stay the same—see 
page 12. 


OTHER NEWS 
HIGHLIGHTS 


! 
! 
; @ Duncan Sandys talks 4 
i about posters .. . P- 
| choke of TAM... P-9 
1 @ New European 
1 

@ ABC ad-rate changes 
announced . . . P- 10 
, Personal—page 58; Current 
: Advertising—page 62. 


@ Nielsen attacks 
ad group... p- 6 
Club News—page 14; Mainly 
$1,000 film 


poster contest 


One thousand dollars is to be the 
top prize in MGM’s inter- 
national poster design contest, 
exclusively announced in last 
week's ADVERTISER'S WEEKLY. 

British contestants will have the 
chance of an additional £100. 
That is the first prize in the 
qualifying competition open to 
all artists, professional and 
amateur, in the British Isles. 
Second prize will be £50. 

Competitors are asked to design 
a poster for the production 
“The Teahouse of the August 
Moon,” which is now being 
filmed, with Marlon Brando, 
Glenn Ford and Machiko Kyo 
leading the cast. A combina- 
tion of artistic merit and box 
office appeal is ought. 

The British contest will close at 
noon on Wednesday August 15. 
Entry forms giving full details 


of Publicity and 
Advertising, MGM, 58 St. 
James’s Street, London, S.W.1. 
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‘Outdoor advertising should be strictly 
contr olled "Slliaieinines Sandys 


HE INVITES PLANNING 


AUTHORITIES 


TO SUGGEST REGULATION AMENDMENTS 


HE Minister of Housing and Local Government has asked 
planning authorities to suggest amendments which might be 
made to the Town and Country Planning (Control of Advertise- 


ments) Regulations 1948. 

And the result is certain to be 
a host of restrictive recommenda- 
tions from the enemies of posters 
and signs. 

Mr. Duncan Sandys has also 
«sked the various sections of the 
outdoor industry for their com- 
ments, and the Outdoor Adver- 
tising Industry Advisory Com- 
mittee has set up a sub-committee 
to prepare the case to be pre- 
sented to the Minister. The first 
meeting of this sub-committee 
will be on Monday next. 


Revealing document 


The Minister's memorandum 
io the local planners is a revea!- 
ing document. Its underlying 
theme is that insufficient use has 
been made of the existing regu- 
lations. In fact, Mr. Sandys 
says that after reviewing the 
working of the control of adver- 
tisements he “finds the results 
disappointing.” 

He “thinks it will be gener- 
ally agreed that outdoor adver- 
tising ought to be strictly con- 
trolled in all areas of high 
amenity, whether urbari or 
rural, and indeed throughout 
the countryside.” 

He calls for “a more positive 
approach,” but makes the con- 
cession that “it may well be 
appropriate to. allow somewhat 
greater freedom to the advertisers 
in areas where it is accepted that 
outdoor advertising is not out 
of place.” Where that is, is not 
clearly defined. 


Areas of special control 


Mr. Sandys thinks that all 
National Parks, areas of great 
landscape value, areas designated 
as green belts, and the finer parts 
of towns of architectural impor- 
tance ought to be defined as areas 
of special control, with all the 
extra restrictions that entails. He 
also suggests that “it may wel! 
be appropriate to include the 
villages, and even some of the 
small county towns.” 

The effect of special contro! 
in these circumstances would 
be to allow only certain types 
of advertisements such as 
public notices and—subject to 
various limitations—advertise- 
ments on shops. 

Some special control provisions 
might be relaxed, but only, it 
seems, because ‘some local 
authorities have been discouraged 
from making use of them because 
in certain respects they are too 
rigid.” 

Mr. Sandys’ memorandum 
asserts that “in anv area there 


is a limit to the amount of out- 
door advertising that can be 
tolerated” but he adds that “it 
would be right at any rate to see 
the effect of allowing reasonable 
freedom in all areas where the 
authority do not object in 
principle to conspicuous adver- 
tisements,” 

Local authorities are urged, 
after consultation with represen- 
tative bodies of advertisers. to 
indicate in general terms where 
they expect restraint to be 
exercised. 

The Minister says there has 
been “much criticism of the 
clutter of advertisements of all 
kinds” on shops, cafés and 
garages. And he plans to 
explore the possibilities of 
amending the Regulations so as 
to limit deemed consent adver- 
tising. He desires, however. to 
leave reasonable freedom for the 
advertising of goods. 


Signs can be attractive 


Of signs, Mr. Sandys con- 
cedes that those which are 
illuminated can be attractive 
at night. But, he adds, great 
care needs to be taken to 
ensure that they are not dis- 
figuring in the daytime. 

He proposes to consolidate the 
regulations as a whole “to re- 
move provisions which are out 
of date.” 


COME TO THE FAIR 


This cover for a brochure for the 
Soho Fair was designed by Stan 


Krol for the Soho Association. 


A hundred-guinea prize is 
offered by the British Plastics 
Exhibition in a poster com- 
petition to discover the most 
suitable design to advertise 
the 1957 Exhibition which will 
be held at Olympia next July. 

A judging panel of six 
members, representing equally 
the display and advertising 
professions and the organisers, 


100-GUINEA POSTER COMPETITION 


will nominate the winning 
entry. Judges representing 
the display and advertising 
professions: W. A. Cathles, 
Editor, ADVERTISER'S 
WEEKLY; David Caplan, 
Chairman of the Poster Design 
Group, Society of Industrial 


Artisis; and Pe‘er Hatch, 
Head of Graphic Design, 


Council of Industrial Design. 


In connection with its centenary celebrations, The Hamilton Advertiser 
Lid. treated its employees to a most unusual type of outing on Saturday 


last, a flying visit to Dublin. 


The party of 81 (pictured above) were flown 


to Dublin in a Viscount and a Dakota and, after sight-seeing, had dinner 


in the Gresham Hotel in the evening. 


Today (Friday) each member of 


the staff is to receive a special centenary bonus which will be equivaleni 
10 at ieast one pound for each year of service. 


Paper-in-a-chapel 100 years old— 


This week the Hamilton Adver- 
tiser celebrates its centenary. 

Started on July 5, 1856. by 
William Naismith, who charged 
advertisers 6d. for the first three 
lines and a penny a line there- 
after, the first issues soon estab- 
lished a sale of 1,000 copies a 


week. 
First located in the local Post 
Office Buildings, it moved in 


1862 to larger premises in part of 
the Ebenezer Chapel, its office 
area covering “eleven poles and 
two yards Imperial measure.” 
Ten years later William Naismith 
bought the chapel for £700 
and this building is still the core 
of the much-enlarged Advertiser's 
office and works today 

The paper passed its 10,000 
circulation mark in 1863. In 
1883 the first rotary press and 


‘Britain at Table’ 
exhibition 


As a centrepiece to the per- 
manent, changing exhibition of 
a wide range of consumer goods 
at The Design Centre, the Council 
of Industrial Design announces a 
special display of some 200 items 
of pottery, glass, cutlery and flat- 
ware called “Britain at Table.” 
It will open on July 24 and last 
for two months. 

The exhibits will be grouped 
into table and place settings and 
will’ include tablecloths, table 
mats and napkins of Irish linen. 
shown with the co-operation of 
The Irish Linen Guild. 


stereo plant were installed, to be 
followed in 1896 by one of the 
first Linotype machines. 

Today the Hamilton Advertiser 
and County of Lanark News—to 
give its full tithke—has a certified 
sale of more than 45,250 copies 
a week and employs a staff of 61. 

Managing director is R. P. 
Prentice, a past-president of the 
Glasgow Publicity Club. ex- 
chairman of the Publicity Clubs’ 
Council of Great Britain and 
Ireland, and past-president of the 
Scottish Newspaper Proprietors’ 
Association. 

To celebrate its 100th birthday 
the paper organised a new-style 


wayzgoose last Saturday: it 
chartered two planes and flew its 
staff to Dublin (see picture 


above). 


One for father 


A Father's Day mailing shot 
showing a father pinning up 
leather soles and heels on a 
clothes line was sent to all manu- 
facturers of footwear by the 
National Association of Cut Sole 
Manufacturers. Inside the card 
was the message, “When you hear 
the patter of tiny feet think 
of . . . Leather Cut Soles.” 


‘Executive’ editor 


Beginning with the July issue, 
John G. Atkinson is editing 
Executive, the monthly magazine 
launched last November, pub- 
lished by Moonfleet Press Ltd. 
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New President 
for ISBA 


Clifford J. Harrison was re-— 


elected president, for the second 
year in succession, at the annual 
meeting of the Incorporated Society 
of British Advertisers on Wednes- 
day. 

Mr. Harrison has rendered dis- 
tinguished service both to the 
Society and to advertising in 
general. During the past quarter 
of a century 
) he has been 
chairman of 
a number of 
ISBA’s com- 
mittees and 
was the So- 
ciety’s chair- 
man in 1946- 
1947. 


Keenly in- 
terested in 
market re- 
search he be- 
came a 
founder 
member of 
Betro and 
subsequently vice-chairman of 
Betro (1952) Ltd. About I! years 
ago he was chairman of the 
Audit Bureau of Circulations. 


When he relinquished his ap- 
pointment as marketing director 
of Horlicks, Ltd., he continued to 
act as adviser, and he remained 
an executive director of Horlicks 
Farms and Dairies and of Airwick. 
About 2} years ago he joined the 
board of S. C. Johnson & Son, 
Ltd., the wax polish firm. 

Mr. Harrison has written much 
on advertising, marketing and 
market research problems. 


Clifford Harrison. 


See Stop Press for other elec- 
tion results. 


British Transport 
ad expenses up 


Owing to increased working 
expenses, the British Transport 
Commission's net receipts from 


commercial advertising during 
1955 were £11,000 less than in 
1954, the Commission's eighth 


annual report reveals. 

Gross advertising receipts con- 
tinued to increase, and at 
£3,138,000 were £98,000 better 
than in 1954. The increase of 
£51,000 in the gross receipts on 
London Transport services was 
achieved despite reductions in the 
number of Central buses in 
operation. 

Working expenses at £1,170,000 
were 10 per cent higher than in 
the previous year, making net 


receipts, at £1,968,000, £11,000 
less. 


TAM got TV contract despite Nielsen’s 
‘better service at a cheaper price’ Nis 


An outspoken attack on the television steering committee for select- 
ing Television Audience Measurement (TAM) and not the Nielsen 
Television Index for its audience measurement has been made by 
Arthur C. Nielsen, president of A. C. Nielsen Co., in a letter to the 
American journal “Advertising Age.” 


According to that journal, Mr. 
Nielsen alleged that although 
NTI offered an “obviously better 
service at a substantially lower 
price,” the Nielsen organisation 
in Britain was denied the oppor- 
tunity to bid for the contract. 

Pinning the major blame on 
certain prominent advertisers and 
agencies represented on the steer- 
ing committee, Mr. Nielsen 
asserted that about half the total 
cost of the TAM service had been 
“arbitrarily” passed on to three 
of the four programme contrac- 
tors, and suggested that “some 
or all of these contractors appar- 
ently felt it necessary or desir- 
able to accede to the demands of 
a group [the advertisers and 
agencies] which included some of 
their best prospects.” 

‘Without considering merits’ 

Mr. Nielsen is.quoted as alleg- 
ing that the steering committee 
awarded their contract to TAM 
without considering the merits or 
economy of its service. 

“The British TV industry.” he 
wrote, “had a wonderful onvor- 
tunity to profit from the costly 
American experience in audience 


research, by using highly 
developed and efficient equip- 
ment and research techniques, 


concentrating on a single service 


and = financing iit on the 
economical basis which we 
recommended. Instead, ‘iy 


chose to turn their backs on this 
experience.” 

According to Advertising Age, 
Mr Nielsen suggests that TAM 
“got the nod” because of the fear 
that awarding the contract to 
NTI would drive TAM out of 
business, and that, NTI would 
subsequently take advantage of 
this by raising prices. 

He also denied that TAM had 
in any way become an “official” 
audience research organisation of 
British commercial TV. While 
TAM had chosen to sell its entire 
service to a steering committee, 
Nielsen had followed the 
American practice of making 
individual contracts with agencies, 
advertisers and contractors. He 
notes that Nielsen even had a 
contract with the Independent 
Television Authority. as well as 
with Granada. Another con- 
tractor, Associated TeleVision, 
continued to use Nielsen. 

An interim rejoinder has come 
from Martin Maddan, MP, a 
director of TAM, who states: 

“We are, of course, writing 
to ‘Advertising Age’ regard- 
ing this astonishing letter from 

Mr. Nielsen. It is unlikely that 

we shall bother to refute indi- 

vidually the somewhat far- 
fetched allegations it contains. 

We do feel, however, that it 

demands attention because of 

the slur it casts on the British 

advertising industry as a 

whole.” 
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A cocktail party to launch their new Glasgow offices was held by Peter A. 


Menzies Advertising last Thursday. 


(architect), Miss 


~ Lefi to right in the picture are John T. 
King (architect), Mrs. Macdonald Menzies, Mrs. J. Hastings 
Anne Johnston (Edinburgh office), R. N. 


Eric Ellison 
Macdonald 


Menzies (director), Allan Stephen (advertising manager of the Outram group 

and director of the “Evening Citizen’), James Hastings (director), Hugh 

Gillespie (advertising manager of the “Daily Record” and “Evening News’) 
and John Fergus (director of the Edinburgh office). 


Stuart McClean 


Stuart McClean, managing 
director of Associated News- 
papers Ltd., has left St. Thomas's 
Hospital, where he recently under- 
went a major operation, and will 
shortly be going abroad for con- 
valescence. 


‘Restricted’ membership 
for retired FIPAs 


There is to be a restricted form 
of membership for retired mem- 
bers of the Institute of Practi- 
tioners in Advertising, with a 
nominal subscription of £1 Is. 


ADVERTISER'S WEEKLY 


‘New fashion 
face’ secret 


Who is the new face in the 


fashion world? What's it all 


ADVERTISER'S WEEKLY. 
the secret is out. The teaser 
was set by Amalgamated Press 
—launching their publicity 
campaign for the new-style 
“Woman and Beauty.” 

From the October issue 
“Woman and Beauty” will be 
remodelled 


P 
The price will be reduced 
from 2s. to Is. 6d. and its 
appeal widened to cater for 
the younger, free spending, 
age group. 

More colour will be avail- 
able for advertisers but no 
increase in rates (£150 a page) 
is contemplated immediately, 


Nuneaton weekly 


ceases publication 


Because of increasing costs, the 
Nuneaton Chronicle, the oldest 
weekly newspaper in the town, 
founded in 1868, ceased publica- 
tion on June 29. 

Ever since it was founded the 
paper has been privately owned, 
and it has never missed an issue, 
in spite of strikes, the flooding 
of the works and the bombing of 
the works in 1941. 

The owners are Nuneaton 
Chronicle Ltd., whose principal 
is F. J. Cross, whe was also the 
paper's advertisement manager. 


MORE PRICES UP 


Continuing the upward price 
trend the following increases are 
announced this week. Anglo- 
Celt goes up from 3d. to 4d., 
Baptist Times increases weekly 
from- 3d. to 4d., the Autumn 
Export Number of Bookseller 
goes up to 5s., Cement, Lime and 
Gravel increases from Is. 6d. to 
2s. 6d.. Chemical Trade Journal 
from Is. to Is. 4d., Embroidery 
from 2s. 6d. to 3s., Fertiliser and 
Feeding Stuffs Journal to \s. 6d. 
and the Quarry Managers’ Jour- 
nal from Is. 6d. to 2s. 6d. 


Two Freds incentives 


H. Dawson Salmon (Argus 
Press), who is in charge of the 
incentives for the Two Freds 
Match, announces the first two: 

George Burnside (Leggett 
Nicholson & Partners Ltd.) has 
offered to give a guinea for each 
caught-and-bowled, with a guar- 
antee of two guineas. 

H. Richard Simmons (of 
H. Richard Simmons Ltd.) is 
giving a guinea for each 50 or 
over. 
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ADVERTISER'S WEEKLY 


Samson Clark in new 


European ad group 


NEW YORK OFFICE TO BE OPENED 


The foundations were laid at a three-day conference in 
London last week for a group of European advertising com- 
panies to act for one another in their own countries. Aim 
is to give an improved service to clients who wish to adver- 


tise abroad. 

Hosts at the conference were 
the directors of Samson Clark 
and Co., Ltd., who were repre- 
sented by R. A. Loader and Alan 
Jefferson. J. Davidson, assistant 
secretary of Samson Clark, acted 
as secretary of the meeting. 

Other delegates were: H. 
Vettewinkel, Van Hees Agency, 
Amsterdam (chairman of the 
conference); E. Elinder, Wh. 
Anderssons A.B., Stockholm; H. 
Nyssen, Agence Vanypeco, 
Brussels; and H. Hubbers and 
Miss A. Buchle, of the Dussel- 
dorf office of the Verbung Dr. 
Hegemann. ar 

It is expected that agencies in 
France, Denmark, Norway and 
Finland will join the group 
before the next meeting, which 
is due to take place in Dussel- 
dorf. 

It was decided at the confer- 
ence to take immediate steps to- 
wards setting up an office in 
New York, and to consider at the 
next meeting other spheres in 
which to develop. 

At a party given by Samson 
Clark to celebrate the launching 


Milhado spot 
on television 


In taking a five-second spot on 


commercial television, Albert 
Milhado and Co., Ltd., believe 
that they were the first publishers’ 
representatives in Europe to use 
this medium. 

The “flash,” seen above, was 
at 10.44 p.m. on Wednesday of 
last week. The words were also 
spoken by the announcer. 

A letter referring to this inno- 
vation was sent to actual and 
potential clients the next day. 

Mr. Milhado states that he 
may take more commercial TV 
time in the autumn. 


of this United European Adver- 
tising group, as it will be known, 
Mr. Vettewinkel, whose idea it 
was, said that his agency had 
already been co-operating with 
other members in the group for 
some years. 

He said Holland had special 
arrangements with the other 
Benelux countries and during the 
past few years his clients had 
wanted to advertise in France, 
Denmark and Sweden, etc., and 
he thought it would be better to 
have a_ well-equipped national 
agency to serve his clients rather 
than one which was “little more 
than a small outpost of a foreign 
organisation. 

“UEA,” said Mr. Vettewinkel, 
“will offer first-class service in 
every European country, each 
unit having full understanding of 
the language and idiom, proper 
appreciation of market potentiali- 
ties and limitations and local 
knowledge of the scope and 
economics of the media avail- 
able.” 

The London end of UEA will 
be represented by Samson Clark. 


Courses for IPA 


students 


A course of lectures for Final 
students and a number of week- 
end courses are being planned by 
the Institute of Incorporated 
Practitioners in Advertising. They 
are under the direction of 
E. Ward Burton. 

The next week-end course is to 
be held at St. Peter’s Hall, 
Oxford, on September 21 to 23. 
M. T. C. Francis, Major C. W. 
Cousland, F. Monkman, and 
G. N. Bassett are joining the 
directing staff of the course. 

It is possible that a week-end 
course will be held at Cambridge 
next spring. 


Cheese boost 


British Transport hotels and 
catering services, in conjunction 
with the National Milk Publicity 
Council, have launched a cam- 
paign to  popularise British 
cheeses in trains and refreshment 
rooms. The cheeses will be served 
in restaurant cars, brochures. des- 
cribing the individual cheeses 
being provided; and _ British 
cheeses will also be featured 
exclusively at a new cheese bar 
at Waterloo Station, fitted with 
a new display unit. 


JuLy 6, 1956 


A party of financial press men in the bakery of the “Iberia” on a visit 
organised by Galitzine and Partners, public relations advisers to the P & O 


Line. L. to r.: J. D. Marvin, “Economist”; R. N. L 
graph; F. W. Forge, “Glasgow Herald”; the chief baker, P & O 
1. Richardson, “Birmingham Post’; A. G. Jenkins, Kemsley Newspapers; 


eslie, Exchange Tele- 


, 


L. D. Wiliams, “Daily Mail’; Sir Oscar Hobson, “News Chronicle’ ; 
S. Gampell, Reuters-Comtelburo. 


Delaney’s Belgian link will 
aid exhibitors in 1958 


A third branch of the John 
Delaney Organisation, with its 
own factory designed to deal 
solely with displays for overseas 
exhibitions, has been announced 
by John Delaney, managing 
director. 

With 18,000 sq. ft. of space 
on two floors, and a block of 
administration offices, this La 
Boheme Works is already tooled 


Outside the Centenaire buildings 

which will form part of the Belgian 

section at the Brussels exhibition 

are: John Delaney (centre) with his 

sales director, Lew Foster (right), 

and his Belgian associate, Willy G. 
‘ilmart. 


up for work on the International 
Exhibition, to be held in Brussels 
in 1958. 

Associated’ with the Delaney 
Organisation in its overseas 
activities is a leading Belgian 
display producer, Willy G. Wil- 
mart, whose work is to be seen 
in exhibitions in many European 
countries. 

Displays produced in Britain 
will be crated and shipped to 
Belgium (or to wherever subse- 
quent exhibitions will be held) 
and will be erected with M. Wil- 
mart’s labour force. 

At Brussels, Delaney's will 
have a maintenance team looking 
after the stands for the whole 
seven months of the exhibition. 

By these means, Mr. Delaney 
claims, British exhibitors will be 
assured of the same _ service 
abroad that they already re- 
ceived from his other two con- 


cerns: Camden Exhibitions and 
Displays, which produces dis- 
plays for the UK, and John 
Henry Cox Ltd., which looks 
after transport and the move- 
ment and installation of displays. 
At the same time the use of 
foreign labour overseas will help 
to cut costs. 


In full operation next year 


La Boheme Works will be in 
full operation at the beginning 
of next year, and already dis- 
cussions have taken place with 
manufacturers’ representatives in 
two separate industries for group 
participation in the exhibition. 

The exhibition — Exposition 
Universelle and Internationale 
de Bruxelles—will last from 
April 3 until November 30, 1958. 
Already work is well advanced. 
A plan shows that, in addition to 
the Belgian section, extensive 
grounds have been allocated to 
Britain, the USA, USSR, France, 
Germany, Holland, Canada, 
Czechoslovakia, Poland, Nor- 
way, Finland, Hungary, Bulgaria, 
Italy, Morocco, Tunisia, the 
Vatican, India, Pakistan, Japan, 
Cambodia, the Arab League, 
Thailand, Spain, Turkey, Portu- 
gal, and various South American 
countries. 

In the five acres allocated to 
Britain, there will be two main 
parts, an official pavilion cover- 
ing approximately 20-25,000 
sq. ft., which will seek to show 
against a background of past 
achievement something of what 
Britain is doing today to contri- 
bute to world civilisation and 
progress, and an_ industrial 
pavilion of about 100,000 sq. ft. 

Besides these two pavilions, 
Britain will also be staging dis- 
plays in the exhibition’s Palace 
of Science and Palace of Arts. 


(See Mainly Personal, page 58.) 


Crossley join IPA 


The Institute of Incorporated 
Practitioners in Advertising has 
admitted Crossley & Co. Ltd. as 
registered practitioners. Caven- 
dish Publicity, hitherto registered 
practitioners, are now  incor- 
porated practitioners. 
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ADVERTISER'S WEEKLY 


Films from Iron Curtain countries for 


ISAS Festival 


RECORD ENTRY IS EXPECTED 


F ILMS from countries behind the Iron Curtain are expected 

to be entered for the Third International Advertising 
Film Festival, to be staged by International Screen Advertising 
Services at Cannes, September 14-20. 


The number of entries is likely 
to exceed considerably last 
year’s total of just over 400. 
There will be more from Canada 
and the United States, as well as 
some from South America. 

A record attendance of dele- 
gates is also anticipated. Plans 
are being made for 400-500, 
compared with 380 from 17 
countries last year, 

There will be a strong contin- 
gent from Britain. Vernon Nye 
(Shell Mex and BP Ltd.) will be 
there as official representative of 
the Incorporated Society of 
British Advertisers. 

At a press conference last 
Friday, announcing details of the 
Festival, Ernest Pearl, president 
of ISAS, spoke of the importance 


f 
MEMBERS OF THE 
JURY 


Members of the 15-strong 
international jury are : 

Great Britain : Hubert 
Oughton, honorary treasurer, 
Advertising Association ; 
Lt.-Col. Alan M. Wilkinson, 
president, Institute of Practi- 
tioners in Advertising. 

Belgium : M. Bouchez, 
president of the Belgian 
Advertising Federation ; 
Fernand Rigot, director, 
Cinema Section at the Belgian 
Ministry of Education. 

France: Henri Hénault, 
president of the French 
Advertising Federation; Roger 
Mery, vice-president, French 
Union of Advertisers. 

Germany: Dr. 
Tigges, president, Central 
Advertising Union of the 
German Federal Republic; 
Hubert Strauf. 

Italy : Conte Metello Rossi 
di Montelera, president, 
Italian Advertisers Union; 
Comm. Mario Bellavista. vice- 
president, Advertising 
Agencies Association. 

Holland: Leo Berkel. 

Denmark~ Ths. P. Olesen, 
president, film section, 
National Advertising Associa- 
tion. 

Finland: Ahti Wainio. 
chairman, Finnish Advertisers 
Association. 

Spain: Don Enrique Vila 
Mafié, vice-president, Inter- 
national Federation of Adver- 
tising Clubs. 

Also on the jury is M. 
Bertrand, president, Interna- 
tional Union of Advertisers 
Associations. 


weaned 


Wilhelm 
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of screen advertising to the 
British exports drive—particu- 
larly in countries where there is 
considerabk illiteracy. 

The awards are being revised 
this year. There will be first and 
second prizes for each film cate- 
gory and the Grand Prix d’ISAS, 
the “Oscar” of the advertising 
film world, for the best film in 
the Festival. In addition, the 
Cannes Municipal Authorities 
are giving a special prize, tlie 
Palme d'Or, to be awarded to the 
producer who attains the highest 
average of marks for a total of 
not less than six film entries. 

The award categories cover 
live action, animation, puppets 
and marionettes, CinemaScope 
or similar technique and film 
series. 

There is also a section for tele- 
vision commercial films. And the 
winners in this category will be 
shown to the public over inde- 
pendent TV in Britain after the 
Festival. 

The winners will be selected by 
an international jury of 15 mem- 
bers, including two from Britain. 

The social programme will in- 
clude a “Welcome to Delegates” 
cocktail party given by ISAS on 
the first evening, Saturday. and 
a gala dinner-dance with manne- 
quin parade and cabaret given by 
the Cannes Municipal Authorities 
on Sunday, September 16. 

Throughout the week special 
events will be held for women 
delegates. 

The Festival will end on Wed- 
nesday night with a gala dinner- 
dance, given by ISAS, at which 
the prizes will be presented 

Forms for entry and delegate 
registration may be obtained 
from Peter Taylor, Secretary- 
General, ISAS, 17 Berkeley 
Street, London, W.1. 


British art ‘too restrain 


A leading American illustrator 


and commercial artist said 
recently that he believed that 
British commercial art suffered 
from a too-restrained approach; 
insufficient copy - identification 
with the reader in advertisements; 
and the absence of a few high- 
quality artists who could act as 
“pace makers” for younger 
talent. 

But he qualified those 
criticisms by saying that a 
restrained + + ee might appeal 
to the British—and that he did 
not know how far clients here 
permitted artists to go. 

The speaker was Albert 
Dorne, who, as president of 


A total of 250 entries was received in a nationwide window-dressing 
contest organised by the Walpamur Co. Ltd., in which prizes to the value 


of £1,100 were distributed. 


A challenge cup and a £100 prize for the 


all-Britain winner went to A. R. Morris, of Forogreen Road, Smallithorne, 


Staffordshire. 


Here the panel of judges examine the finalists’ entries (I to 


r.): Mrs. Sue Bartley (‘House & Garden’’), J. W. Challinor (Walpamur 
London sales manager), Miss Julia Cairns (former editor of ““Weldons 


Ladies’ 
Associates), W. 


Journal’’), 


(director, 


r. Preston 
A. Cathles (Editor, Apvertiser’s Weekty), Miss Alison 


Richard Lonsdale-Hands 


Grey (‘Reader's Digest’), and N. Jepson (director of Walpamur). 


‘Ad expenditure diverted 
toTV’—says AP chairman 


Commercial TV was a threat 
to income from press advertise- 
ments, chairman of the Amalga- 
mated Press Ltd. The Hon. 
Michael Berry, told shareholders 
in his annual report. 

He said: “When commercial 
TV started, the immediate effect 
upon our revenue was slight 
because many advertisers, regard- 
ing the matter as purely an 
experiment, found additional 
money to cover their adventures 
in this field. At the time of 
making their plans for 1956, how- 
ever, some of their normal quota 
for advertising expenditure was 
undoubtedly diverted to this new 
medium. 

“In addition,” he told the 
meeting, “there have been many 
recent rate increases and national 
daily papers and London evening 
papers have more space to offer. 
Thus, it is possible we might 
experience a slight check in the 
annual increase in advertisement 
revenue which we have fecorded 
during recent years.” 

During the year Amalgam- 


Famous Artists Schools, Connec- 
ticut, claimed to be the only 
artist whose work appeared in 
leading magazines and who at 
the same time bought space in 
them. 

“You have no idea what a 
position that puts you in for 
getting work,” he said. | 

Mr. Dorne was speaking as 
guest of his friend, Wm. M. 
Gillies, president of Graham & 
Gillies Ltd., at a luncheon meet- 
ing for members of that agency 
and representatives from a few 
other agencies. eS 

Stressing the value of identifi- 
cation, he said that in America, 
headlines that would make the 


ated Press had to stop six of 
their periodicals. The most 
regrettable casualty was 
“Answers.” Plans to relaunch 
the paper in a new style were 
under discussion for some time, 
but the upward trend in pro- 
duction costs had left no 
alternative but to close it down. 


Woman's Weekly, with an 
average weekly sale of 1,853,380 
copies, had smashed its own 
record of the previous year. 

Woman’s Illustrated had also 
set up a new circulation record 
of 734,024 weekly. “Revenue 
from advertisements has ex- 
panded,” he said, “and there is 
no doubt that this widely read 
publication is attracting much 
attention and gaining more and 
more the confidence of national 
advertisers.” 

The reputation of Popular 
Gardening had continued to grow 
both with readers and advertisers. 
The amount of advertisement 
space sold during the year for 
this magazine was a record. 


ed—but perhaps we prefer it’ 


reader feel “That is 
problem!” were emphasised. 

He said that to produce good 
art work and proper interpreta- 
tion of headlines and copy, the 
artist must be brought fully “into 
the picture.” He must be 
allowed to share the agent's 
and the client’s problems. 

‘Not in highest class’ 

Mr. Dorne thought that British 
commercial art and illustration 
were not in the highest class. In 
America there was more com- 
petition, much greater scope, and 
more reason for a youngster to 
take up commercial art as a 
disciplined career. 
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ADVERTISER'S WEEKLY 


joins board 


L. J. Stallard, advertisment man- 
ager of the Wolverhampton Express 
and Star, has been appointed a 
director of The Midland News 
Association Ltd. Joining the com- 
pany twenty-six years ago, he was 
for many years in charge of the 
classified advertisment section before 
his appointment as advertisement 
manager in 1948. Mr. Stallard is 
a member of the Advertising Com- 
mittee of the Newspaper Society 
and a past chairman of both the 
Wolverhampton Publicity Club and 
West Midlands Advertisement 
Executive Association. Two other 
executives have also been appointed 
to the board—editor, B. D. 
Whiteaker and works manager, J. C. 
Page. 

* * * 

A. H. Melsaac, advertisement 
director of Argus Press Lid., has 
appointed Alfred Sadler as adver- 
tisement manager of My Stor 
Magazine, Argus Press's new 
monthly. Mr. Sadler has been with 
Argus Press Ltd., for three years. 
He has worked on Dry Cleaning & 
Dyeing Journal, Master Detective! 
True Detective, Croydon Times and 
True Story/True Romances. 

* * 


J. A. G. Self, who has been with 
Argus Press Ltd. for seven years, 
has been appointed assistant adver- 
tisement manager of Photoplay 
Miss Betty van Gene remains adver 
tisement manager of Photoplay, a 
position she has occupied for five 
years. 

* * 

W. R. (Peter) Smith has joined 
L. B. Singleton Ltd. as an account 
executive. He will work on tech- 
nical accounts. He was previously 
with Napper. Stinton. Woolley 
where he worked mainly on the 
creative side of the Pfizer pharma- 
ceutical account. 

* * a 

Arthur Hawes, print buyer of 
Marks & Spencer Litd.. this week 
completed 25 years’ service with the 
firm. In addition to a gold watch 
from the directors, artist colleagues 
in the sales promotion studio built 
him a piece of statuary in plaster 
which was “unveiled” at a special 
ceremony. 

* + 

J. Stanley UHunter, executive 
director (advertisements) of Tothill 
Press Lid., retired on June 30 after 


L. J. Stallard 


| Stallard 


Colin Melver 


44 years’ service with the company 
and its predecessors. Stanley New- 
man continues in his position as 
executive director (advertisements) 
and Gordon Brunton has _ been 
appointed advertisment director. 
Last Thursday, George Rollason, 
deputy chairman, Tothill Press Ltd., 
made a presentation to Mr. Hunter: 
on behalf of the staff. 


* * * 


The Incorporated Society of 
London Fashion Designers have 
retained Peter Hope Lumley io 
handle their public relations. For 
the past two years Mr. Lumley has 
been responsible for the promotion 
of receptions given by the Incor- 
porated Society to overseas buyers 
an press during the bi-annual 
fashion _ collections. His new 
appointment embraces the develop- 
ment which took place last week 
within the Incorporated Socicty. 
whereby associate members are now 
being elected, representing the best 
accessory firms. 

* * * 


J. M. Coltart, managing director 
of Scotsman Publications Ltd., and 
designated to lead commercial tele- 
vision in Scotland, returned last 
week from a short visit to the USA 
and Canada. He inspected tele- 
vision stations, met leading execu- 
tives, and generally absorbed the 
commercial television atmosphere of 
North America. 


New manager 


P. D. V. Hackett has left the 
Municipal Journal Ltd. Group of 
Companies. He is succeeded as 
manager by 32-year-old Max Roden- 
burg, who has been his assistant for 
four years. Mr. Hackett intends to 
enter publicity and publishing on 
his own account in the near future. 

* - * 


Brendan McLaughlin has been 
promoted to the new post of assis- 
tant field manager with the Nielsen 
Television Index and will assist 
William Rae, TV ficld manager, with 
the control of NTI field operations 
in the London, Birmingham and 
Manchester areas. Mr. McLaughlin 
has been with the Nielsen company 
from the start of Audimeter installa- 
tions in the London area last year. 
He was promoted to London TV 
field area manager early this year. 
Raymond Russell, who has also 
been with the NTI field operations 
since its start. has been appointed 
London TV ficld area manager in 
Mr. McLaughlin's place. 


T. Reynolds 
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Mrs. Janet Millar jokes with Norman Field and account executive Neal 
Kirby a; the Rank Screen Services Social Club Dance, held at Caxton Hail. 


Big changes at Rubicam’s 


Ward Hagan has been made a 
vice-president of Young & Rubicam 
Lid. and leaves shortly for Mon- 
treal He had been director in 
charge of contact in the London 
office. 

In other changes resulting, Colin 
Melver becomes chairman of the 
plans board in addition to his 
present position as director in 
charge of marketing and market 
research. He joined the company 
in 1948 and was made a director in 
1950. 

Thomas A. Reynolds was pre- 
viously with the New York office 
before coming to London in 1950. 
He was appointed a director in 1951 
and now becomes director in charge 
of client contact 

Two new associate directors are 
announced. They are Christopher 
Cross, who joined Young & Rubi- 
cam aS an account supervisor 
earlier this year from J. Walter 
Thompson, and John Cain, who 
joined the company in 1954 as con- 
lact supervisor on the Alfred Bird 
& Sons’ accounts 

*x * * 

James Holland, group art direc- 
tor, Erwin Wasey & Co.. Ltd., was 
presented by his wife last week with 
a son, James Julian 

* * * 

P. W. Jackson (W. S. Crawford, 
Lid.) has been elected chairman of 
the Institute of Practitioners in 
Advertising discussion group com- 
mittee for 1956-57, and D. W. 
Vernon (C. Vernon & Sons, Ltd.), 
honorary secretary. 

- * * 

Noel E. Deane, director of 
George Mawson & Co., Ltd., paper 
mill agents, has been elected presi- 
dent of the Rotary Club of London, 
which aims to be the largest Rotary 
club in Europe. 

* 


* * 

K. G. Jerrard, PRO of John Laing 
& Son, Ltd., has left for a six weeks 
tour of the company’s civil engineer- 
ing contracts in Africa. 


J. Cain 


Ray Maybury has joined the ad- 
vertisement department of Hulton 
Press Ltd.'s two controlled circula- 
tion journals, Production Equipment 
Digest and Garage and Transport 
Equipment. He will represent the 
journals in the London area. He 
was formerly on the sales staff of 
Smiths Corona (Great Britain) Ltd. 


* * * 


H. A. Waters has been appointed 
to the newly created post of adver- 
tisement and sales promotion man- 
ager at Westclox. He joined 
Wesiclox in 1953, and before taking 
up his new duties was sales repre- 
sentative in charge of Scotland, 
North of England and North 
Ireland. 


* + * 


A. J. Russell, advertisement dircc- 
tor of the New Yorker, has arrived 
in London with his wife for a ten- 
day stay here before going on to the 
Continent, where he will travel for a 
month. 


Lintas director 


W. J. (im) Mitchell has been 
appointed to the board of Lintas 
Lid. as production director. This 
year he completes 25 years with the 
company, for whom he worked first 
as a layout man, and then became 
successively group art director, chief 
visualiser, general art manager and 
latterly head of production. The 
whole of his career has been in 
advertising and publicity. 

* - * 


P. H. Filmer-Sankey, director in 
charge of production, Rank Screen 
Services, has become engaged to 
Miss Josephine Griffin, film actress 
and Rank contract artiste. 


More News About 
People on page I4 


A. Sadler J. A. G. Self 
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YOU’RE 
MISSING 
MUCH 


IF YOU MISS THE NORTHERN ECHO 


Coal-mining, steel works, shipyards, bridge building, 
agriculture, are all basic industries that operate 

in the North East of England and contribute to the 
remarkable prosperity of the peopfe living there 
High wages mean brisk business in luxury ana consumer 
goods, as well as the necessities of life. 


os RE 


With a circulation area ranging from the Tyne to York, 
from the Pennines to the North Sea, The Northern Echo 
offers you the “open sesame” to this prosperous market. 
Established for over 80 years, 

The Northern Echo has long been the familiar 

family newspaper of the North East. 


Advertisers will find its pages a most 
rewarding medium for catching the eye of 
many shrewd but ready buyers. 


Che Aorthern Echo 


DARLINGTON A.B.C. 110,294 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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ABC television announce 
advertising rate changes 


Network series discounts, weather spots, short advertisements, adver- 
tising magazines and fixed spots are new features in the latest ABC 
Television rate card which George Cooper, advertisement controller, 
has sent to all advertising agents and over 2,000 advertisers this week. 


TV spot a success 


says Sir Bernard 


Sir Bernard Docker’s appeal 
to BSA shareholders in his 
three-minute commercial TV 
live spot secured a Tamrating 
of 50 per cent of all TV 
homes. 

The broadcast, which was 
preceded by slide reminders 
and a press advertisement 
campaign, resulted in 2,600 
replies to Sir Bernard’s call 
for support—giving him more 
than double the 10 per. cent of 
shares necessary to call a 
special meeting. 

Commenting on the success 
of the appeal, Sir Bernard 
said: “Commercial TV un- 
doubtedly inspired many 
shareholders to join with me 
in the first round of my 
battle.” The TV campaign 
was conceived and produced 
by Maurice Winnick in con- 
junction with the Townend- 
Smith and Hardy Ltd. adver- 
tising agency. 


qe Glory - all year round” 


at “NX 
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For what is believed to be the first 
time ever, a Blue Ribbon Certificate 
Award, offered by the American 
“Screen Process Magazine” in a 
monthly point-of-purchase contest, 
has been won by a British display 
company, Trapinex Ltd. The dis- 
play was for the Co-operative 
Wholesale Society Ltd. and was 
designed for use with tins of paint 
of varying colours. The unit was 
surmounted by a cut-out paper panel 
carrying the words “CWS Paints.” 
The background was light blue with 
decorative foliage in two greens and 
white, the ledges were light green. 
The unit was simple to erect and 
folded flat for transportation. 


From September 1 the follow- 
ing discounts will be given to all 
advertisers booking time (except 
magazines or documentaries) on 
the complete ABC Midlands and 
Northern Network for consecu- 
tive weeks or evenly spread over 
the year: 13 weeks, 5 per cent; 
26 weeks, 10 per cent ; 39 weeks, 
15 per cent; 52 weeks, 20 per 
cent. 

Fixed spots may be bought, 
subject to availability, at a sur- 
charge of 10 per cent. 

Rates for weather spots (five- 
second slides immediately after 
the weather fforecast, with 
announcer’s voice over), Satur- 
days or Sundays, are: Midlands, 
£20; Northern (to January 1, 
1957), £20; Northern (from 
January 1, 1957), £30. 

Rates for short advertisements 
(five second “still” advertise- 
ments with announcer’s voice 
over), afternoons only, Midlands 
or Lancashire or Yorkshire. are: 
Saturdays, £10; Sundays, £15. 
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Jeanne Heal hands a £25 cheque to Mrs. Dorothy Sydenham for her winning 


entry in Edition 46 of Rank Screen Services Lid.’s Tips. 


Mrs. Sydenham's 


tip was about cleaning pastel-shaded shoes with an artist's india rubber. 


The presentation was made at the Odeon Cinema, Swiss Cottage. 


Manager 


Eric Prentice is on the left. 


Agency man congratulates 


Benn Bros. on joining ABC 


Commenting on the announce- 
ment by Glanvill Benn, chairman 
of Benn Brothers Ltd., that, as 
reported last week, his publishing 
house was to apply for member- 
ship of the Audit Bureau of Cir- 
culations, R. H. Jowett, media 
manager of Technical and 
General Advertising Agency, said 
this week: that Benn Brothers 


Cartoon film spot library 
for TV advertisers 


A library of Telemats, the 
animated cartoon film spots in 
which advertising can be incor- 
porated and which have been 
widely used in the USA for a 
number of years, is now avail- 
able in this country. Two of 
them have already been used on 
commercial TV by Cremona 
Toffee. 

Vernon Burns, director (sales) 
of Telemat (United Kingdom) 
Ltd., states that the present total 
of 60 Telemats will be raised to 
100 by the end of the year and 
will be rapidly increased there- 
after. 

Each Telemat lasts about 15 
seconds, but can be adjusted to 
last 10 or 20 seconds. 

As an example of their treat- 
ment and content, here is the 
catalogue description of No. 24, 
“Chef in Kitchen” — “Chefs 
smiles and reaches into stove, 
pulls out cake, and camera 
moves into full shot of cake on 
which appears your animated 
lettering (music throughout).” 

In the London area the total 
cost for the minimum number 


of 13 transmissions is £4 10s. 
per transmission. For Birm- 
ingham - Manchester - York- 
shire it is £3. There are 
generous discounts for extra 
areas or large numbers of 
transmissions. These charges 
include production costs, but 
not, of course, the cost of time 
on the air. 

A system of protection periods 
safeguards advertisers against the 
use of a particular Telemat by 
any other advertiser. For a 13- 
week transmission period the 
protection lasts 13 weeks before, 
13 weeks during, and 13 weeks 
after transmission, and there are 
bigger protection periods for a 
longer transmission period. 


First-class” production 
_ First-class production quality 
is assured by the fact that the 
Telemats are designed and made 
by top Hollywood artists, Mr. 
Burns claims. 

The two Telemats now being 
used by Cremona Toffee are 
No. 15, “Bull Fighter and Bull,” 
and No. 55, “Bee and Flower.” 


Publicitas is the leading and largest adver- 


were to be congratulated—not 
only on their decision to join the 
ABC but also on the confidence 
expressed by their chairman that 
correct use would be made of the 
figures thus made available. 

Mr. Jowett said that TGA had 
given considerable attention over 
a number of years to the problem 
of audited circulation figures of 
trade and technical journals. 

The reasons for the reluc- 
tance of publishers to reveal 
these figures had _ been 
examined and _ re-examined 
many times, but it had been 
found that many arguments 

which might have been true a 

few years previously were now 

no longer valid. 

As Mr. Glanvill Benn had 
pointed out, “circulation figures 
do not tell the whole story.” 
They did, however, give some 
sort of basis for comparison. 

At the Advertising Association 
Conference in May, Mr. Jowett 
said that a new appraisal of the 
readership of technical journals 
was necessary. Editorial values, 
quality as well as quantity— 
together with readef interest as 
well as readers per copy—all 
required continuing examination. 


TV technique 


A new TV technique enabling 
two outside broadcasts to be 
made from the same place in a 
very short time, is to be used by 
ABC Television Ltd., David 
Southwood, head of outside 
broadcasts, said at a press party 
recently. Details of “ABC 
Armchair Theatre,” the ABC 
drama season to open in Sep- 
tember, were given by Dennis 
Vance, head of drama. 


tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 
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as advertised to 


13 million readers—including you! 


Which indicates surely—don’t you agree >— 


Ads for the PIC are PRIORITY ! 


SUNDAY PICTORIAL 


READERSHIP: 13,655,000 (1.1.P.A. SURVEY) NET SALE: 5,600,642 (ABC JULY TO DECEMBER 1955) 
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UPS AND DOWNS IN ANNUAL REPORTS 


Reynold sNews:‘Bridgehead | 


in Fleet St.—chairman 


Hulton profits 
are down 


Despite heavily increased costs 
of printing and paper and lower 
profits for the year ended March 
31, 1956, the trading results were 
better than anticipated, Edward 
Hulton, chairman, Hulton Press 
Ltd., states in his annual report, 
which is to be presented at the 
general meeting on July 19. 

Commenting on individual 
publications, Mr. Hulton speaks 
of the rapidly increasing sales of 
Housewife, and of the way in 
which new editorial features deal- 
ing with men’s clothes in Lilliput 
are attracting advertisers’ atten- 
tion. 

The net profit of the group for 
the year, before provision for 
taxation, is £298,661, compared 
with £461,977 for the previous 
year. 

He hopes that the Hulton 
Boys’ and Girls’ Exhibition, 
which will take place for the 
first time between August 28 and 
September 8, will become a 
permanent feature of the Hulton 
calendar. Exhibitors are already 
inquiring for space in the 1957 
exhibition, he says. 


Kelly’s journals 
ad revenue up 


In his statement at the annual 


general meeting of Kelly’s 
Directories Ltd., the chairman, 
Claude E. Wallis, said that 
several of their papers— 
published by their _ principal 
subsidiary, Associated Iliffe Press 
—including the Autocar, 
Amateur Photographer, Motor 
Transport, Nursing Mirror, 
British Plastics and Wireless 
World, were showing satisfac- 
tory increases by the end of 
December, 1955. 


In spite of the printing dispute, 
which was disastrous to circula- 
tion figures in January and 
February this year, he said: 
“The total of all our journals for 
the full year was slightly higher 
than for the preceding period. 
Advertising revenue from publi- 
cations amounted to approxi- 
mately £4,470,000—an increase 
of £220,000 over the preceding 
year.” 


“We have got a bridgehead in 
Fleet Street, and, smal] though 
it is, we are determined to main- 
tain it and to produce what has 
never been produced before in the 
Co-operative and Labour move- 
ments—a_ successful democratic- 
ally-owned Sunday newspaper,” 
said Cyril Hamnett, chairman of 
the Co-operative Press Ltd. 

This reference to Reynolds 
News was made by Mr. Hamnett 
at the half-yearly meeting of the 
Co-operative Press Ltd. in Man- 
chester, when he thanked societies 
for the loyal way they had paid 
additional contributions to the 
collective advertising fund. 

“We are now producing a 
paper that is worthy of this move- 
ment, but because we are doing 
that we are producing it at a loss. 
We are now looking fof every 
source of revenue so that we can 
maintain that paper until such 
time as the whole of the move- 
ment appreciates it. It is our 
only answer to the capitalist 
press.” 

One of the additional problems 
now being faced was the impact 
of commercial TV on advertising 
which tended to limit the amount 
which advertisers were prepared 
to spend on press advertising. 

During discussion it was urged 
that the great need was for a big- 
scale publicity campaign, involv- 
ing competitions and _ other 
attractions, 


Miss E. P. Kerr, 


JuLy 6, 1956 


head of the classified department of Sommerville & 
Milne Ltd., Glasgow, was married recently. 


Here, as a mark of appreciation 


from the directors for excellent service, she is presented with a silver tea 
service and a cheque by Miss N. E. Harris (right), managing director of 
the compan ye 


Leonard Hill’s new v monthly 


Coverage of the whole field of 
automation and its applications 
in all industries is the stated aim 
of the new Leonard Hill technical 
monthly, Automation Progress. 

“Automation is more than a 
matter of electronics and instru- 
mentation; important as they 
are,” states W. G. Norris, a direc- 
tor of Leonard Hill Ltd. 
“Mechanical, pneumatic, 
hydraulic and electrical machines 
and equipment are also integral 
parts of automation and it is the 
policy of Automation Progress 
to give a balanced treatment of 
the whole subject.” 


The G. S. Royds cricket team—pictured above—had their annual Bourne- 


mouth cricket outing recently. 


On Saturday, June 23, Royds beat Scientific 
Research Establishment at Christchurch by four wickets. 


against Highcliffe, the game was drawn. 


On the Sunday, 


The editor of the new journal 
is E. G. Semler, an electrical and 
mechanical engineer. He has 
visited the United States and 
studied automation there at first 
hand. Advertisement manager is 
Brian Mack. 

The first issue will appear in 
the autumn. Type area is 10 in. 
x 7 in. wide. Rate for contracts 
of twelve insertions or more is 
£30 per page. 


Newsprint price 
stays the same 


Despite the fact that the Scan- 
dinavian price of newsprint has 
risen by £1 per ton, the News- 
print Supply Co., Ltd., is main- 
taining the equalised price of 
newsprint at its present levels for 
the 50th licensing period, July 1- 
December 29, P. Bishop, 
general manager, announces. 

This stands at: lightweight, 
14 Ib. demy 500’s, £58 5s.; 
standardweight, 144 Ib. (or over) 
demy 500’s, £58. 


Agency’s new home 


Gordon & Gotch Advertising 
Ltd. next week move into 
premises specially built for them 
just off Farringdon Street. Begin- 
ning ten years ago as a relatively 
insignificant department of an 
important export house, the 
agency was formed into a 
separate company in 1949. Its 
development since then has made 
new accommodation essential. 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP ‘ov tmes amomes, wae 


: London Representative: W. H. WALMSLEY 
& 7 42 7 Copies 69 Fleet Street, E.C.4 
Northern Representative: ARNOLD ELLIS 
4 Weekly 64 Cromford House, Manchester, 4 


Tel. March 2368/9 
Tel. Fleet Street 9353 


Tel. Blackfriars 6987 
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ISCOUNT DE L’ISL V.C., P.C., was created a 
Viscount in January, 1956, after being 
Secretary of State for Air since 1951. Educated 
at Eton and Magdalene College, Cambridge ; 
later qualified as a Chartered Accountant. 
Served with the Grenadier Guards in the 
Second World War and won the Victoria Cross. 
Elected Member of Parliament for Chelsea in 
1944 ; was Parliamentary Secretary to the Min- 
istry of Pensions in 1945. Succeeded his father 
as 6th Baron in 1945. Has been a Trustee of the 
British Museum since 1950. Was elected an 
Honorary Fellow of Magdalene in 1955. His 
home is Penshurst Place near Tonbridge in Kent. 


43h 


‘My Daily Mail 4, tor ve vise 


“* A GOOD POPULAR NEWSPAPER should have three 

attributes. It should give you the news 
clearly and concisely without sacrificing accuracy 
to sensation ; in fact be a good breakfast com- 
panion. It should give you its views frankly and 
freely with a consistent theme and point of view ; 
and the news and views which you have looked at 
in the morning should be capable of being re-read 
and pondered upon at greater leisure in the 
evening. I find all these things in my Daily Mail 


and that is why I am a regular reader. 

I have noted too with approval its steady and 
informed interest in British and Commonwealth 
Defence and its concern for the welfare of Service 
men and women. As evidence of this concern the 
Daily Mail has made a generous contribution 
towards the funds of the Soldiers’, Sailors’, and 
Airmen’s Families Association, to whose splendid 
work for the Services I can testify. I should like 
to express my warm thanks to the Daily Mail.” 
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A group of competitors at the Fleet Street Column Club v. Poppinjays golf match. 
Tony Harris, of the Poppinjays, and Archie Mc Isaac, are seated in the centre of the front row. 


_ MORE NEWS ABOUT PEOPLE 


Voice and Vision 
changes 


Voice & Vision Ltd. have made 
some changes in the staff of their 
women’s department. Following 
her marriage on Monday to George 
W. Bishop of the Daily Telegraph, 
Margaret Brinkman, who for the 
past four years has been head of 
the women’s department of Voice 
& Vision, has become adviser on 
women’s interests to the company. 
Ann Slade, who was previously 
with Aquascutum Ltd. and has been 
Miss Brinkman’s deputy since join- 
ing the staff of Voice & Vision two 
years ago, takes over as head of 
the yoaee's oye. 


H. Hill, for the past 11 years 
manager of Leicester Printing 
Society Ltd., has been elected presi- 
dent of the Co-operative Productive 
Federation, with headquarters at 
Leicester. He succeeds Harold 
Taylor, who has been president for 
the past 20 years. For six years 
Mr. Hill has been an _ executive 
member of the Federation, in which 
the workers share in the ownership, 
management and profits of the 
various works, and he is also a 
fellow of the Institute of - Printing 
Management. 

* * * 

I. J. Pitman, MP for Bath, has 
been appointed president of the 
London Branch of the Incorporated 
Sales Managers’ Association. The 
new vice-presidents are F. R. Mac- 
Crindle (Carreras Ltd.), W. E. Grist 
(Singer Sewing Machine Co. Ltd.), 
Cc. VY. Wattenbach (Dictagraph 
Telephones Lid.), and P. Hunt 
(Hunt Partners Ltd.). O. G. Gaines 
is elected treasurer and R. F. T. 
Edwards (Acro Marketing Lid.) 
secretary of the branch, 

* * * 


G. W. Odey has been elected 
chairman of the Shoe and Leather 
Fair Society Ltd. L. Coles, 
secretary and accountant of the 
Shoe and Leather Record, has been 
appointed a managing director. 

* * * 

Les Newman, film production 
manager of Export Advertising Ser- 
vice Lid., is at present on tour in 
the Gold Coast and Nigeria. Chief 
objects of the trip are to review 
screening conditions in these terri- 
tories for EAS and advise their 
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MERCURY DISPLAYS 7. 


EASTWOOD STREETS W'I6 


associates, West Africa Publicity 
Ltd., on technical requirements for 
ee Se servicing and 
high standard of exhibition. 

* 


* * 


S. Finkle, director of the W. J. 
Southcombe Advertising Agency 
Ltd. is celebrating his SOth year 
with the firm, having joined them 
as a messenger boy on July 4, 1906. 

* * 7 

The wife of David Woodroff, 
director of the Newcastle agency 
Doig Advertising Ltd., has pre- 
sented him with a daughter, Carol 
Lesley. 

* * 


Campbell-Johnson Ltd. have ap- 
pointed Mrs. Rosalind Critchlow as 
director of the Hedley Home and 
Beauty Information Service, which 
they operate on behalf of Thomas 
py: and Co. Ltd. Mrs. Critch- 
low has been beauty editor of 
Modern Woman for the past four 
years. She is also a television 
broadcaster and has appeared on 
both BBC and commercial TV pro- 
grammes. She succeeds as director 
of the service Miss Angela Quin, 
who has recently taken a public 
relations appointment with Foote, 
Cone and Belding Ltd. 


* * * 


F. J. Polhill has been apoainned 
advertisement manager of Home 
Economics & Domestic Subjects Re- 
view, the monthly journal for 
teachers of domestic subjects in 
schools and colleges, and home 
economists in industry. He joined 
Forbes Publications, the proprietors 
of Home Economics, in November, 
1954 and has been on the adver- 
tisement staff of that journal since 
it was started in January, 1955, 
om * * 


T. F. Bristow is to be sales pro- 
motion manager of Griffiths Bros. 
& Co. London Ltd. 


Obituary 
W. P. Todd 


William Purves Todd, chief artist 
at the Basil Butler Co. Ltd., died 
suddenly at his home in Edgware 
on Monday. Mr. Todd was founder 
and managing director of Chanley 
Studios Ltd., and at one time with 
Siviter Smith’s of Birmingham. The 
funeral was at Golders Green 
Crematorium yesterday (Thursday) 


| 


The two captains, 

Golf 

Poppinjays beat 
FSCC again 


The Poppinjays again beat the 
golf circle of the Fleet Street 
Column Club, this time by six 
matches to three, when they met for 
the second time at Royal Mid- 
Surrey on Wednesday last week. 
The success of the meeting, which 


won a larger attendance this year - 


than last, encouraged everyone to 
hope that it would become a regular 
annual fixture. 

Results (Poppinjays’ names first)— 

W. Jackson and A. Webber beat 
J. Harrison Haworth and Andrew 
Milne; P. Jackson and L. Barlow 
lost to H. Dawson Salmon and N. 
McLean; A. Bentley and Anthony 
H. Harris (capt.) lost to A. H. 
Mclsaac (capt.) and Dick Simmons; 
K. Braddon and G. Jackson beat 
H. Brooking and G. Roe; E. 
Mitchell and B. P. Mulcahy beat 
J. Baker and D. Gooch; J. Gill and 
M. Vince beat J. Everett and J. 
Fitzpatrick; K. Taylor and N. 
Young beat J. Butler and J. Sime; 
R. Jones and R. Richardson beat 
H. H. I. Gibbons and R. Nash; 
A. Cheek and L. Raimont lost to 
D. Munro and E. W. Sellar. 


Odhams beat 
W. H. Smith 


W. H. Smith and Sons Golfing 
Society met Odhams Press Golfing 
Society at the Royal Mid-Surrey 
Golf Club, Richmond. last week. 
and after a 12 a side four-ball 
match, entertained the teams to 
dinner. 

Odhams won by 34 to 24. 

Results (W. H. Smith's names 
first): F. H. Layton (captain) and 
C. H. W. Troughton best G. C. 
Odhams and L. Henshaw. 4 and 3; 
F. C. Smart and Dr. P. F. Cooper 
lost to H. D, Rochez (captain) and 
E. Hatfield. 2 up; K. M. Tomlinson 
and C. E. Branson halved with 
C. A. Bull and H. E. J. Skinner; 
R. A. Ker and K. A. Jessup lost to 
R. Perks and M. Phillips, 5 and 4; 
A. A. Abbey and H. A. Gordon beat 
D. Mackray and J. Rosswick, 2 and 
1; and F. J. Huntley and E. W. 
Rose lost to J. E. King and G. 
Aldred, 6 and 5. 


Club News 


Record crowd for 
treasure hunt 


There was a record attendance 
for the Publicity Club of Hull's 
treasure hunt. The members met 
at Cottingham Green and visited 
several beauty spots before arriving 
at their goal at South Dalton. 

Mrs. H. W. Smith, president's 
wife, presented the winner, A. 
Brown, with a cup specially “manu- 
factured” for the occasion. P. Web- 
ster and J. Hunt received second 
and third prizes. 


Leeds 
‘No need for me 


to sell my soul’ 


Roy E. Brooks, London estate 
agent, addressing the Leeds 
Women’s Luncheon Club last week. 
said that he believed in the world 
of advertising that it was best to 
be perfectly truthful about the pro- 
duct one had to sell. The trouble 
about most products today was that 
people no longer could believe all 
that was said about them. 

“I happen to be in a business in 
which the demand greatly exceeds 
the supply, and there is no need 
for me to sell my soul,”’ he added. 


Regent 


SUMMER GOLF 
TOURNAMENTS 


The Regent Advertising Club 
Golf Circle summer tournaments 
for the Dudley Turner and A. W. 
Newton trophies will be held at 
Effingham Golf Club on Saturday, 
July 21. The golf secretary is A. J. 
McCarthy, ‘phone CHA. 8295. 


CDC meet next week 


The Clubs Development Commit- 
tee will meet in Leicester on Satur- 
day, July 14 and Sunday July 15, 
at the Grand Hotel. 


Ad Man’s Diary 
Tuesday, July 10 
SELF-SERVICE DEVELOPMENT ASSOCIA- 


TION Members’ meeting. ‘Price 
Marking for Self-Service.’’ British 
Institute of Management, 8, Hill 
Street, W.1 7 p.m. 

Wednesday, July 11 

REGENT ADVERTISING CLUB. Reader's 
Digest will conduct party of members 
to see Goss Printing Machine. Coach 


leaves Berkeley Square, 10 a.m. 
NEWSPAPER & ADVERTISERS GOLFING 
society. Summer meeting. Sunning- 


dale. 

Friday, July 13 

REGENT ADVERTISING CLUB White 
City AAA meeting. 

Saturday, July 14-Sunday, July 15 
CLUBS DEVELOPMENT COMMITTEF 
Weekend meeting. Grand Hotel, 
Leicester. 
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Full concert halls, queues for seats at the ballet, and crowds thronging art 
galleries wherever contemporary art is on view, are proof that things like these 
are no longer of interest only to the intellectual few. Similarly, the steady 
increase in the sale of the News Chronicle is proof that more and more people 
from all walks of life have found a popular daily which caters for their love 

of intelligent thought and discussion. With a daily net sale of 1,444,134 

(May 1956), the News Chronicle is unquestionably a mass market newspaper, 
but it appeals to the most important and most influential section of that 
market. The section which likes to make up its own mind and thinks for 
itself. News Chronicle readers are people of discernment. They will read your 
advertisement because they want to know what you are selling and believe 

in quality for quality’s sake. No wonder the News Chronicle carries more financial 
and building society advertising than any other popular daily. 


Space in the News Chronicle i 
remarkably inexpensive. For 
detailed information please 
telephone William Memory 
Advertisement Director. 
FLEET STREET 5000. 
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COM IMENT 


EXPORT 
ENTERPRISE 


There will be considerable dis- 
appointment if the Advertising 
Association decides to postpone 
until next year the export 
advertising conference which, it 
had been hoped, would be 
staged in the autumn. 

For some years delegates to AA 
annual conferences have felt 
that too few practical steps 
have followed the speeches and 
discussions. This year, how- 
ever, there were indications 
that there would be prompt 
action on suggestions made at 
Brighton. 

As far as the call for an ABC 
membership drive is concerned 
there is clear evidence of 
vigorous response. It would 
be an unhappy decision to fail 
those who were so enthu- 
siastic for the special export 
event. 


Two themes 


It is suggested that a clash with 
a one-day conference of sales 
managers would detract from 
the value of each event. But 
need that be so? 

There are two themes for export 
marketing discussion, distinct 
yet complementary. Sales 
managers are interested in per- 
suading their managements to 
strive for production at costs 
which make it possible to enter 
overseas markets. Advertising 
men are concerned’ with 
methods of techniques of 
boosting sales in other coun- 

tries, 

Two different jobs. Why not 
two conferences ? 


New Service 


Meanwhile, it is encouraging to 
note that more advertising 
agencies are tackling the export 
markets with vigour and 
imagination. 

Samson Clark & Co., Ltd., set 
a fine example with the lead 
they have given in the forma- 
tion of a group of agencies 
offering a comprehensive Euro- 
pean service. Even more im- 
portant is the move to set up a 
group office in New York and 
extend the scheme to the 
dollar areas, 

This is the kind of service the 
British exporter needs. There 
is no substitute for on-the-spot 
knowledge linked with central 
co-ordination from the agent at 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


TALKING POINTS 


the free gift craze? 


Remember the days of the 
roaring 30s when all Britain 
was a battleground for adver- 
tising campaigns, gift schemes, 
and give-away samples? 


"HE question was posed by 
Alan Brockbank in the 
Sunday Dispatch. And _ the 
obvious follow-up query is: 
Are we going to see the gift 
schemes all over again, and on 
a bigger scale than ever? 

The signs are ominous. There 
are reports from various parts of 
the country of growing gift- 
scheme activities. 

Some cinemas are tieing up 
with manufacturers to give away 
sweets, soaps, pens, razor blades, 
magazines and cakes. One 
cigarette maker is to ignore the 
coupon ban. And the War Office 
is said to have refused an offer of 
100,000 free tubes of shaving 
cream a year for National Service 
men. 

That’s just a beginning. The 
revived free-gift craze looks like 
spreading—in a big way. 


TS People’s League for the 
Defence of Freedom was 
formed in association with the 
Free Press Society to ensure, 
among other things, that the 
publication of free men’s expres- 
sions of opinion should not be 
fettered by strikes, lock-outs, or 
other action. 

The League recently paid 
£2,288 for a full-page ad in the 
News Chronicle. Now _ the 
national organiser complains that 
a leading article suggested that 
“readers should join the Liberal 
Party rather than our League.” 
And he says this is “a curious 
example of advertising ethics.” 

The curious thing, surely, is 
the League’s attitude to press free- 
dom. 


HAT’S the difference 

between advertising in 
America and advertising § in 
Britain? 

Alan Wilkinson, president of 
the IPA, gives some pointers in 
his reflections on the 4 A’s Con- 
vention published in the latest 
Institute Information. He says: 

“Advertising thrusts its way 
into every corner of American 
life. Even the road-menders 
believe in explaining their pur- 
pose to _Passers- by. _ Everyone, 


“Remember the window 
display idea | told you about 
for a glove sale...?”’ 


from the President _ down, is 
advertising conscious.’ 


By contrast, in Britain adver- 
tising is poked into a corner 
whenever possible, and the road- 
mender demands “What are you 
staring at, chum?” As for 
Government _recognition——well, 
ask the solus outdoor ad men 
what they think of Mr. Duncan 
Sandys! 


A REAL TEASER 


O sooner was ADVERTISER'S 
WEEKLY on the street last 
week than the telephones began 
to ring. 
It seemed that every publisher 
in the country wanted to know 
what was behind the teaser ad 
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Back to the roaring thirties, and 


on page 2 which announced: 
“Coming soon . a new face 
in the fashion world.” 


But the secret was well kept. 
So well, in fact, that even an 
executive right at the top of 
Amalgamated Press did not know 
that the ad referred to the re- 
vamping of their own journal, 
Woman and Beauty. 


ADMANSHIP 


OST journals receive from 

time to time letters com- 
menting favourably on the ads 
they carry. Too few publish 
them, or make use of them in 
promotional matter. 


Not so the New Statesman. In 
a survey of readership, just pub- 
lished under the title New 
Statesmanship, it quotes a dozen 
correspondents who have praised 
its ads. 


A Glasgow watchmaker, for 
example, wrote: “The persistent 
appearing of Pressed Steel made 
me buy 50 at 12s. 9d. Now they 
are 22s.” 


Who said prestige advertising 
doesn’t pay? 


HUSH, KEEP IT DARK 


HE bug of officialdom and 
secrecy bites everyone in 
turn. 


The Institute of Practitioners 
in Advertising is a victim. Its 
Abstract of Information, pub- 
lished at regular intervals, is 
stamped in red ink: “For infor- 
mation only: Not for publica- 
tion.” 


It contains nothing but extracts 
already published in journals on 
general sale. 


TOMORROWS TOPICS 


®@ Several manufacturers are 
planning extensive advertising 
campaigns to follow up the 
success of in-store demonstra- 
tions of new ranges of pro- 
cessed foods. 


® New plant is being installed to 
meet unexpected high demand 
for cake mixes resulting from 
press-plus-TV campaigns. 

@The success of _ rub-it-on 
samples of lipstick leaf booklets 
will lead to the use of the 
same technique for face creams 
and powders. 


@ A big soft drinks manufacturer 
is planning a series of competi- 
tions to boost sales in the 
teenage market. 


PROPRIETORS 


BORO 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


@ Many nation-wide window dis- 
play contests are being planned 
by advertisers in a renewed 
attempt to improve relations 
with retailers. Some plan on- 
the-spot judging, instead of 
from photographs. That means 
a big operation, with extensive 
local press advertising. 

@ Plans are being worked out for 
a national conference of adver- 
tising agents next year. An 
autumn date is likely. 

© A big battle is developing in the 
vinegar market, with a vigorous 
challenge coming from a new 


product to be advertised as an 
aid to slimming. 


ROUND TABLE 


giriceenr ee” 


WATFORD 


SOUTH COAST 
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More soft drinks and ice cream are 
being consumed now than ever before, 
and posters have played and are 
playing a vital part in the sales efforts 
which have brought this about. 
Throughout Scotland, North East and 
North West England, North Wales, 
Northern Ireland and Eire, David 
Allen sites are helping such posters 
to produce the maximum results. 


\ I nt 
RAM r 
_ David Allen & Sons Ltd., 
7, Buckingham Palace Gardens, 
London, S.W.1. 
Telephone: SLOane 0711. 
Telegrams: Advancement Sowest London. 


Area Offices in GLASGOW, NEWCASTLE UPON TYNE, LIVERPOOL, BELFAST, DUBLIN 
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POWERFUL 
“ASPRO’ 


stops your 
headache fast 
and safely 


—FAST because it starts to go into action within 2 seconds 
— SAFELY became ‘ASPRO’ does not harm the heart 


Family Pach—3/2 Handy Pach—1/84 Pocket Tage—Sa. 


Advertisements for 
‘ASPRO’ 
appear regularly in 
Kemsley Regional 
Newspapers 


Sheffield Telegraph 


EVENING 


Evening Chronicle 
MANCHESTER 


Evening Chronicle 
NEWCASTLE 


The Star 
SHEFFIELD 


South Wales Echo 
CARDIFF 


Evening Gazette 
MIDDLESBROUGH 


Northern Daily Telegraph 
BLACKBURN 


Evening Express 
ABERDEEN 


SUNDAY 
The Sunday Sun 
NEWCASTLE 
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Advertising Agents for 
the ASPRO Division 


are 
Masius & Fergusson Ltd 


. 
i 
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OPINION ON APPROPRIATIONS 


‘We regard the Regional 


Press as one of the 


cornerstones of Aspro’s 
media planning’ 


says 

F. G. RAZZELL 
Media Executive, 
‘Aspro’ Division 

of Aspro-Nicholas Ltd 


“Tt is a truism — but nevertheless a vitally important one — that the planning of 
any advertising appropriation depends on the nature of the product and on the 
pattern of distribution. ‘Aspro’ is sold through an infinite number of retail outlets. 
This poses a particular set of problems as there can be little of the detailed and studied 
contact between representative and stockist that can be found with organisations 
having accredited and selected agents. As the success of ‘AsPRO’ sales depends to 
some extent on the retailer’s willingness to ‘push’ his stocks and give them favour- 
able display, the gap obviously has to be bridged. This is an important part of the 
job of the ‘Aspro’ advertising campaigns. 

It is the content of the various advertisements that must influence the potential 
consumer ; but it is the choice of advertising media that weighs most strongly with 
the stockist. That is why a substantial portion of the ‘AsPRO’ appropriation is 
year after year allocated to the Regional Press. 

Nor do we choose regional newspapers solely because of the confidence they 
build for us in the minds of our stockists. On basic principles of media planning, 
to advertise a product to every man and woman in this country we believe that a 
systematic and frequent use of the Regional Press is essential to achieve the 
necessary intensity of coverage. In effect, we regard the Regional Press as one of 
the cornerstones of our media planning. 

Intelligent planning of an advertising appropriation will also recognise that 
national sales and distribution vary regionally and that the incidence of * advertising- 
opportunities-to-see’ must be made to vary accordingly. When carrying out special 
area selling drives we have found that increased use of the Regional Press will step 
up our already high level of sales. 

The 1955/56 appropriation made a sizeable allowance — with successful results — 
for ‘ second-stage’ regional expenditure of this nature. It is not giving away any 
secret to say that our 1956/57 plans include further use of regional papers both in 
this context and in the wider field of general nationwide selling.” 


of Aspro-Nicholas Ltd, KEMSLEY Regional Newspapers 


Kemsley markets are vital markets 
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AN ADVERTISER’S WEEKLY 
RESEARCH TEAM SURVEY 


Now that the shaping of 
economic conditions has 
been brought within the range 
of political authorities—despite 
a Statement made recently by 
the Chancellor which attempted 
to pass the responsibility for 
controlling price and wage 
increases to management and 
labour—one guide to the con- 
ditions which lie ahead during 
the next twelve months is to be 
found in the exposition of 
Government policy. 

In this context, the statement 
in the Economic Survey, 1956, is 
unequivocal: “The course of 
economic developments in 1956 
will depend on the speed with 
which the deflationary measures 
taken by the Government over- 
come the existing momentum of 
the boom. The effects of these 
measures will make themselves 
increasingly felt as the year pro- 
ceeds. It is difficult to foresee 
the timing of this change in the 
economic climate; but if the 
measures so far taken are slow in 
producing results they will be 
reinforced.” 

Since the survey appeared there 
has been no improvement in the 
situation great enough to suggest 
a change in the avowed intention. 
In consequence, the steps already 
taken to curtail the level of 
internal demand appear unlikely 
to be reversed during 1956. 


CAUSE OF ’55 BOOM 


The role of the prophet is not 
an easy one and consideration of 
coming events must be related to 
the past. Hence, very briefly, it is 
necessary to examine the causes 
of, for most manufacturers, the 
booming prosperity of 1955. In 
the United Kingdom, wages and 
salaries increased from £9,617 
million to £10,391 million between 
1954 and 1955—just over 8 per 
cent—and total personal income 
from £14,580 million to £15,688 
million during the same period— 
just over 74 per cent. 

At the same time, the prices of 
all goods and services bought by 


personal consumers increased by 
little more than 3 per cent, and 
the stage was set for a large 
expansion in the volume of per- 
sonal consumption. In terms of 
value the increase was of the 
order of nearly 7 per cent and in 
volume about 3 per cent. The 
total monthly average of un- 
employed was lower than at any 
time since the end of the war, and 
was exceeded by the number of 
unfilled vacancies, while the total 
employed population was at a 
record figure. 

Hence, there was a flourishing 
demand for all consumer goods, 
to which was added a high level 
of investment in capital equip- 
ment, in industrial building and 
in houses, and in stocks and 
work in progress. 


GROWING DEMAND 


With production failing to 
match demand, the gap had to be 
closed by increased imports— 
resulting in a loss of gold and 
dollar reserves. As an American 
writer has put it, balance of pay- 
ments difficulties, “like the lions 
in Trafalgar Square . . . are now 
an established part of the British 
scene.” 


The high level of profits, of 
prices, and the loss of reserves 
are all symptoms of the excess 
of demand. The Prime Minister 
and the Chancellor during 
recent weeks have been com- 
peting in the pronouncement of 
solemn warnings—and there is 
no doubt whatsoever regarding 
the problems. 

The reserves must be rebuilt, 
and if this is to be done without 
some form of physical control on 
imports, exports must be in- 
creased. 


Any upward movement in 
wages and prices endangers the 
competitive position of United 
Kingdom products at a time when 
manufacturers are facing intensi- 
fied competition from overseas. 
Failure could mean a_ further 
devaluation of sterling—and to 
some extent the warnings already 
issued may be responsible for the 
present weakness of sterling— 


which could have very serious 
repercussions throughout the 
sterling area. 

It is the duty of the Govern- 
ment to prevent this happening, 
and in pursuance of this end they 
are resolved to take, so they say, 
and so one hopes, all measures 
necessary. Already there is a 
policy of credit restriction re- 
inforced by a high Bank Rate; 
already hire-purchase regulations 
have been made more stringent 
and purchase tax increased; and 
public service economy is urged. 
The results so far are inconclu- 
sive. The steep rise in capital 
investment started last year means 


that during 1956 there is unlikely 
to be any worthwhile reduction 
in schemes completed—though it 
is to be expected that new 
developments at the planning 
Stage are likely to be postponed. 
However, at present there is no 
slackening in the new orders in 
hand for machine tools. 

Their postponement, together 
with a reduction of Government 
expenditure—fixed at £100 mil- 
lion—could, in so far as the latter 
is applied to the defence pro- 
gramme, relieve the strain on 
resources, especially as far as the 
steel and engineering industries 
are concerned. ° 

The restrictions on hire pur- 
chase, although the most recent 
were only imposed in February 
last and time is short on which 
to base firm conclusions, appear 
to have resulted in a decline in 
demand for household durable 
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goods, including cars. 

The qualification to be borne 
in mind is that, immediately fol- 
lowing a new and sometimes ap- 
parently swingeing imposition, 
purchasers’ demand _ slackens 
while money is saved—say for an 
increased deposit—and then de- 
mand subsequently recovers. 

So far, however, there are few 
signs of the increase in sales of 
motor cars, household appli- 
ances, and radio and television 
sets. A decline in demand in this 
sector could again relieve the 
strain on steel and engineering. 

The release of resources, in- 
cluding manpower, provides the 


MARKETING CONDITIONS TODAY 


The squeeze is on... here are the facts & figures 


means for the manufacture of ad- 
ditional goods for export, but not 
necessarily at a competitive price. 

Herein lies the danger that a 


tivity, will price our goods out 

of international markets. 

So far this year, January-April, 
the estimated net amount of the 
increase in weekly rates of wages 
is £5.1 million, affecting 10.2 
million workpeople. In the cor- 
responding period last year the 
increase was £3.5 million, affect- 
ing 9 million workpeople. At 
present there is no change appar- 
ent in the attitude of the indivi- 
dual unions towards claims for 
higher wages. 

In their annual reports a year 
ago many chairmen spoke more 
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CONSUMERS’ EXPENDITURE 
At constant prices: seasonally adjusted, Quarters 


£(1948 


)m. 


1955 | 1956 


| Ist Qtr. | 2nd Qtr. | 3rd Qtr. | 4th Qtr. | Ist Qur. 


| 


| 
a 657 750 668 660 
eto = =) 221 234 | 223 225 
SM cs aig Sees 204 | 206 209 210 211 
Housing ... eae 216 218 218 219 220 
Fuel and light... 96 95 91 92 98 
Household goods 205 196 216 | 218 | 187 
ro eee eee 231 242 248 CO 251 | 240 
Other and services... 578 sez | 594 | 390 | $82 
Total 2,392 | 2417 | 2460 | 2,471 2,423 
Source: London and Cambridge Economic Service. Pim 
RETAIL SALES 
Percentage changes in value of sales ye ote 1955— 
Jan.-April, 1956, and during the first quarter 
January-April Ist Quarter 
All kinds of business... + § + 8 
Food shops a + 6 + 6 
Non-food shops... «| «= + 3 + 4 
Clothing and footwear shops + 3 + 7 
Household goods shops Nil —- 1 
General department stores ... + 3 + 4 
Miscellaneous non-food shops + § & 6 
Source: Board of Trade. 
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Crisis in an Agency hits Production 


hardest. Then is the time when the St. Clements 


combined service for type setting, block- 


making and plate making may well save the 
day. Great facilities and 24-hour working 
can make sure you meet your press day 


commitments. 


P.S. is the basis of everything we do. It stands for Personal 
Service—the really close personal contact that ensures the 
accuracy of every detail at every stage of every operation. 


St Clements 


type setting 
process, foundry 
complete day and 
night service 


ST. CLEMENTS PRESS LTD. 


PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 


20 


| CAMPAIGN planning has a 


military sort of sound to 


| it—and that is not at all an 


inappropriate parallel. In old- 
fashioned wars the leader 
would gather all the forces he 
could get hold of and hurl 
them against the enemy in 
frontal assault. If the attack 
succeeded through sheer weight 
there was a glorious victory. 
If it failed there was a 
glorious defeat. It didn't 
matter so very much either 
way, to the survivors at 
least, because the stakes were 
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omers, 

of some kind is usually neces- 

sary for that purpose. 

Having decided who the adver- 
tising should be primarily ad- 
dressed to, the planner must next 
consider what sort of advertising 
appeals are most likely to influ- 
ence those people in favour of 
the product—and persuade them 
to buy it. In the old days of 
frontal assault it was often 
thought sufficient just to pro- 
claim the name of the product, 


THE CAMPAIGN PLAN 


Outmanoeuvre the enemy — and launch 
your attack where he’s weakest, says 
Olaf Ellefsen, of Foote, Cone & Belding 


relatively low. Armies were 
small, their equipment simple, 
and they hadn’t a great deal to 
gain or lose. But nowadays 
that has all changed. Armies 
are numbered in millions; it 
takes entire populations to 
keep them supplied with their 
complex and costly equipment ; 
and defeat means unimagin- 
able disaster. So the modern 
general no longer gambles all 
he has got on a frontal assault, 
because the costs and the risks 
are too great. He tries instead 
to outmanceuvre the enemy 
by devising a more skilful plan 
of campaign. 

That is what the advertising 
planner does too, and for the 
same sort of reasons. Both are 
seeking to achieve the greatest 
effect for the lowest cost, because 
the stakes are now so high that 
unnecessary risks can no longer 
be accepted nor avoidable waste 
tolerated. 


DEFINING THE MARKET 


Most products are bought more 
by some kinds of people than by 
others. Car polishes, for in- 
stance, are bought almost solely 
by people who have cars; and 
neckties are bought much more 
by the laity than by the clergy. 
Those are obvious cases because 
they are so extreme. But the 
same sort of thing applies to most 
other products too, less extremely 
and so less obviously. 

Advertising must therefore 
attempt to concentrate its greatest 
weight on the kind of people who 
are most likely to buy the pro- 
duct concerned—and to avoid 
wasting its resources on appealing 
to people who are never likely 
to buy it at all. 


saying that it was jolly good. 
That sledge-hammer approach 
was all very well when one 
didn’t have to worry too much 
about the cost of it, and many 
famous products were established 
that way. But people don't 
necessarily have to be blud- 
geoned, and few advertisers can 
afford to attempt it anyway. 
Subtler methods of persuasion 
are just as effective and much 
more economical. So now we 
prefer to appeal to people’s 
reasons or their emotions. 


THE RIGHT APPEAL 


This stage involves finding out 
what the consumer most wants 
from such a product: what it 
should be like, how it should 
perform and what results it 
should produce. (Also what it 
should not be like and should 
not do.) Market research can be 
helpful again here by indicating 
what existing or former users 
most like and most dislike about 
our product and its competitors. 

What appeals to the people 
now using a product is likely to 
appeal equally to other people 
of the same kind, and is the sort 
of thing which the advertising 
ought to feature most. Also, 
from the negative viewpoint, the 
things people dislike about com- 
petitors’ products can be turned 
to very good effect if we are able 
to point out that our own pro- 
duct doesn’t suffer from those 
disadvantages. 

Reverting for a moment to the 
military metaphor, we launch our 
attack at the points where we 
are strongest and the enemy is 
weakest. In order to do that we 
must, of course, start off by 
having a product which really 
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“Poor old Carruthers... always forgetting 
that on all lists of Provincial Dailies . . . 
The Birmingham Post should always come FIRST!” 


There is no better opportunity for 
“ first-class ’’ sales, than to appeal to “A”’ 
class readership in this prosperous 
area with regular advertisements in 


The Birmingham Post 


THE BIRMINGHAM POST, 38 NEW STREET, BIRMINGHAM 2, LONDON OFFICE: 88 FLEET STREET, E.C.4 
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THE CAMPAIGN PLAN: 


Choosing the media 


has got the attributes people 
most want, and which really is 
free from the attributes they 
most dislike in competitive pro- 
ducts. Otherwise our appeals will 
be based on falsehood. Further- 
more, the consumer will very 
soon find us out, and will punish 
us as we deserve. But that brings 
in product planning which, al- 
though of vital importance, is 
perhaps outside the scope of this 
particular article. 


SELECT CAREFULLY 


Next comes the question of 
media selection. Bearing in mind 
the sort of people we have 
decided to make our primary 
target and the sort of appeal we 
intend making to them, we have 
to plan the media for conveying 
that appeal to those people in the 
most effective and most econo- 
mical way. Most effectively, by 
appealing to as many of them as 
possible, as often and as strongly 
as possible. Most economically, 
by doing that job at the cheapest 
price and by wasting as little as 
possible on appeals directed to 
people we don’t particularly want 
to reach. 


_ The process of media selection 
is excellently described in a recent 
book published under the 
auspices of the IPA (The Selec- 
tion of Advertising Media by 
John Hobson, published by Busi- 
ness Publications Ltd.). Very 
briefly, the process involves three 
main stages: 

®@ Selecting the types of media 
to be ; Le. press, 
posters, cinema, television 
and so on, either singly or 
in combination. 

@ Within the types of media 
selected, choosing which 
individual units should be 
used: e.g., which particular 
Magazines or mewspapers, 
which particular days and 
times for television, which 
particular hoardings or 
cinemas. 

® Determining the pattern for 
their use. Deciding, for 
instance, between a lot of 
small spaces or a few large 
ones, between time-spots or 
60-second commercials, be- 
tween a lot of 16-sheets or a 
restricted number of bulletin 
boards; and deciding their 
timing and seasonality. 


In making these decisions the 
planner is guided very consider- 
ably by the facts revealed in 
various media surveys. Informa- 
tion of this kind has become 
increasingly available during the 
past 10 years, as media proprie- 
tors have come to realise that 
sheer quantity of coverage is not 
the sole criterion and that adver- 
tisers are concerned with reach- 
ing the right sort of people 
rather than with reaching un- 
defined masses of them. 

The media planner has cause 
to bless the numerous media 
owners who have recognised the 
need for this kind of information 
and have financed the necessary 
research; to those who have paid 
the greater part of the cost of 
the IPA Survey, to Hulton 
Press, Mills & Rockleys, Radio 
Luxembourg—and many others. 
Yes, even to those television pro- 
gramme _ contractors who are 
paying a part (though, in my 
personal opinion, too small a 
part) of the cost of measuring 
the size and nature of the tele- 
vision audience. 

However, facts and figures can 
take us only a part of the way, 
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and media planning is very far 
from being just a matter of slide- 
rules and percentages. There is 
still a very large area which is 
unmeasured, which is probably 
unmeasurable, and which will 
always call for judgment, ex- 
perience and flair. Furthermore, 
the media planner can never be 
king of his own castle, because 
the requirements of the creative 
people must also carry a lot of 
weight in the ultimate decision. 

From a purely media point of 
view it might seem indisputable 
that small and frequent news- 
paper spaces would give most 
effective and economic coverage 
of the market for some particular 
product. But if the advertising 
message which has to _ be 
delivered is one which demands 
the use of colour, then the plan- 
ner must turn to magazines, 
posters or cinema. 


MATTER OFSTEAMWORK 


It would be quite wrong to 
treat media planning as a 
mechanical, self-contained opera- 
tion which works in a solitary 
vacuum. It is a very important 
part of the whole planning pro- 
cess, which helps to give the 
advertiser the greatest return for 
the least expenditure. But it is 
by no means the only part, and 
should not expect to have the 
whip-hand. Nor should it con- 
cede the whip-hand to any other 
part. It is all a matter of team- 
work. 


@ Continued on page 24 


W. H. SMITH & SON 


Have pleasure in announcing that from 
Ist September, 1956 they have been appointed 


ADVERTISING CONTRACTORS to 


LTD 


KINGSTON UPON HULL CORPORATION 


for the advertising on their vehicles. 


In addition they would remind you that they 
are also contractors for the following fleets :— 


MANCHESTER CORPORATION 
LIVERPOOL CORPORATION 

BOLTON COUNTY BOROUGH 
WARRINGTON CORPORATION 


LANCASHIRE UNITED TRANSPORT 
BARROW-IN-FURNESS CORPORATION 
RAWTENSTALL CORPORATION 
MAIDSTONE CORPORATION 


W. H. SMITH & SON LTD., AWDRY HOUSE, 
KINGSWAY, LONDON, W.C.2. Phone Holborn 4343 
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Many of the 
most successful 
ad. films are 
produced by 


| +: Ga 
BB thle 


(Lows 


10a Soho Square, London, W.I. GER 7681-2-3 
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om 
“OLD WOMAN IN A SHOE” for Freeman 
Hardy & Willis. (1.V. Advertising Led.) 


“GUARDSMAN” for Murraymints. 
(S. H. Benson Led.) 


“DUNLOPILLO MATTRESS” for Dunlop’s. 
(Chas. F. Higham Led.) 


“HEINZ 57” for Heinz. 
(Young & Rubicam Led.) 


“SKATING BLUES” for Gillette. 
(W. S. Crawford Led.) 
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THE CAMPAIGN PLAN: 


How much to spend ? 


Last, but certainly not least, 
comes the assessment of the 
advertising appropriation; that 
is, deciding how much to spend. 
It doesn’t necessarily come last 
in chronological order however. 
If the appropriation is determined 
by how much is available for 
spending, then it may well come 
first; and it may well influence 
the extent to which one attempts 
to cover the whole market or 
only a part of it, and may largely 
determine the pattern of the 
media plan. But the plan is not 
always determined by how much 
the advertiser is able or willing 
to spend, any more than the 
appropriation is always deter- 
mined by what it will cost to im- 
plement the campaign plan. In 
most cases the size of the appro- 
priation is decided in relation to 
several factors, and principally 
the following ones: 


@The sales-target, or the 
— of product which it is 
oped will be sold during the 
period in question. From this 
can be calculated the anticipated 
revenue, and how much of it 
would be left for advertising 


after all production, distribution 


centenary 
1956 


1856 


SCOTLAND'S LARGEST 
PROVINCIAL WEEKLY 


NEWSPAPER 


and overhead costs have been 
met. In most cases this calcula- 
tion gives an upper limit of 
appropriation, which cannot be 
exceeded unless a deliberate “in- 
vestment policy” is decided on. 


® Competitive expenditures. 
Most products have to sell against 
competitors, and must therefore 
not just appeal to their publics 
but must also try to appeal more 
effectively than their competitors 
are doing. That doesn’t neces- 
sarily mean that one’s competi- 
tors must be outspent, because 
campaign planning is concerned 
with outmanoeuvring too. But 
it does mean that the strength 
of one’s own effort must bear 
some reasonable relationship to 
the efforts of competitors. 


@ The cost of the job; that is, 
what it would cost to conduct 
the campaign which is considered 
to be ideal. This means that the 
plan is fully worked out first, 
then costed, and enough money is 
allocated to cover that cost. It 
rarely happens just like that, 
because there is no definition of 
enough; it is always “a little 
more than you've got.” 


In fact, it is very rarely indeed 
that an appropriation is fixed in 
strict accordance with any one of 
those three considerations. Most 
often they, and others, are all 
taken into account in arriving at 
a more or less satisfactory solu- 
tion. But it is not nearly as diffi- 
cult as it may sound, because it 
frequently happens that all three 
approaches arrive at much the 
same sort of answer. 


Often the campaign planner 
is asked to say how much ex- 
penditure is necessary to sell a 
given quantity of product; or, 
conversely, how much product 
a given expenditure will sell. 
To this sort of question there 
is no answer. 


Advertising operates in a 
market, not in a_ laboratory. 
Laboratory tests may indicate 
that so much expenditure will 
sell so much _ product—other 
things being equal. But, in the 
outside world, other things never 
are equal and all sorts of unfore- 
seeable and uncontrollable cir- 
cumstances can completely upset 
the conclusions reached in the 
laboratory. 


This sort of statement is not 


charging blindly forwards. 
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always very well received by the 
questioner, who naturally tends 
to insist that there must be an 
answer. Well, there just isn’t; 
and there can’t be. We can ali 
make guesses—and we can all 
be very wrong, too. 


Such, then, are the main stages 
of the campaign plan; defining 
the market, deciding on the most 
effective ways of appealing to it, 
selecting the most suitable — 
to carry those ——— as 
assessing how much money to 
spend on doing the job. That is 
reducing it to the barest of bare 
bones, omitting many of the 
secondary bones as well as all 
the flesh. 


It is not possible in this 
restricted space to do more than 
outline the sort of area which 
campaign planning has to cover, 
and indicate something of the 
approach which it calls for. The 
reader may well conclude that 
there is nothing particularly new 
or clever about it, and that it 
all boils down to the exercise of 
plain common-sense. And the 
reader wouldn't be too far 
wrong, either. 


Whatever skill there may be 
in it lies in applying that 
common-sense to each individual 
product in the light of all the 
known or ascertainable facts. 
But it is usually a lot more effec- 
tive, and a lot less costly, than 
just tucking one’s head down and 


be Hamilton Adoertiser 


AND COUNTY OF LANARK NEWS 


SWE wish all 


advertising 


agencies well and thank them for organising 
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Me at 
PES. pee So noe”: 


FARNBOROUGH 1956 


The year’s most important issues of FLIGHT. 

Offering the most thorough and economical 

publicity at the time of peak interest in Britain’s 
aircraft industry. 

Long after the Show the world’s aircraft manufacturers 

and buyers will still retain the Fticut S.B.A.C. numbers 


as a constant source of reference. 


BRITISH AIRCRAFT INDUSTRY 
«FARNBOROUGH REPORT 
** FARNBOROUGH REVIEW 


the industry’s greatest advertising medium 
BOOK YOUR SPACE NOW 


WY DORSET HOUSE, STAMFORD STREET, LONDON. S.E.1. WATERLOO 3333 (60 LINES) 
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THE CREATIVE 


APPROACH 


Don’t frustrate the writers 


and artists! 


Call them in at the 


beginning of a campaign, 
advises Ernest Walker of Rumble, 
Crowther and Nicholas 


HIS word “creative” bothers 
me. It bothered a number 
of people at the “Creative 
Session” at Brighton this year. 
And it becomes even more diffi- 
cult to define when one starts 
trying to pin-point the creative 
function in campaign planning. 
Frankly, I wonder whether the 
word should be restricted to copy- 
writers and artists. The best 
advertising strategists in budgeting 
and administration think crea- 
tively too. And there are even 
one or two clients whom most 
of us know who make a brilliant 
creative contribution to the direc- 
tion of their companies’ adver- 
tising. 

Somewhere, in all really suc- 
cessful advertising, somebody has 
to. postulate the basic thinking 
which decides the form the adver- 
tising will eventually take. Some- 
body has to use judgment and 
advertising flair in deciding what 
the campaign is really intended 
to do and the tone of voice in 
which it shall be done. 

Is it to be a shot-in-the-arm 
stimulus or a continuous building 
up of a public personality for the 
product? Somebody has got to 
realise that every good advertis- 
ing campaign should do many 
jobs. It should aim to sell to 

ople who are in the market 
or the product today ; it should 
influence people who will be in 
the market in the future. It 
should give, perhaps subcon- 
sciously, a good impression of a 
fine company behind the product 
because of the effect on stockists, 
on suppliers of raw materials and 
on the people engaged on making 
it. 

In these days of credit squeeze 
and shortage of labour these 


latter factors assume a signifi- 
cance out of all proportion to 
what they did a few years ago. 
I regard this understanding and 
direction of the “total impres- 
sion” which advertising can pro- 
duce as a vital creative function 
in planning a campaign. For, 
in the ultimate, it is the idea 
which the public has of the pro- 
duct which is going to determine 
its future sales. And this idea 
is more than the sum of the sel- 
ling points, more than gimmicks, 
hard-selling or even so-called 
prestige. advertising. The crea- 
tion and maintenance of this idea, 
this “personality”, is the real 
creative job in advertising. 

Who is the somebody who is 
responsible? Is it the advertiser 
himself? Is it the account execu- 
tive who convinces the advertiser 
of the larger job of advertising— 
or is it the copywriter and visua- 
liser who convince the account 
executive? Whoever does the job 
is, in my view, the truly creative 
advertising man. 


A PROFOUND EFFECT 


Yet having said that, it is 
undoubtedly true that the quality 
of the thinking of the best copy- 
writers and visualisers has a pro- 
found effect on the approach and 
attitude of mind of the other 
executives in an agency in plan- 
ning the campaign. 

I would make so bold as to 
say that the agencies producing 
the campaigns making the 
strongest “total impression”— 
and building a positive and 
valuable personality for the 
products they advertise—are, 
in the main, agencies where 
the writers and artists are 
adequately represented in the 
board-room. 


“should 


To what extent, then, should 
the artists and writers control 
the planning of a campaign? 
Where and when do they come 
into the picture? The answer to 
the first question is that no de- 
partment in an agency should 
dominate the planning. The 
“creative departments” can and 
influence the agency's 
thinking, but every other depart- 
ment has a specialised contribu- 
tion to make. 

It is even probable, although 
the creative boys rarely accept 
this, that the account executive 
may well be the master strategist 
while the writers and artists 
might be the interpreters of his 
creative plan. Conditions and 
personnel vary from agency to 
agency. So, if the creative de- 
partments do not control the 
campaign planning at what stage 
are they called in? 

The answer is simple and un- 
equivocal. Right at the begin- 
ning. If an experienced writer or 
artist is going to work on an 
account he must make a 
contribution to the agency’s 
thinking on the problem at the 
beginning. He needs first-hand 
information and the opportunity 
to observe and study the nuances 
of the situation. 

This does not necessarily mean 
that he has to attend all client 
conferences. Many of these con- 
ferences are taken up with 
“housekeeping” items, matters of 
budget adjustment and day-to- 
day administration—which are 
strictly the province of specialists 
other than writers and artists. But 
there is every reason why senior 
creative people should be present 
at a client conference when a new 
approach is under consideration 
and also when the campaign is 
being shown. 


TRUST THE EXECUTIVE 


However, it seems to me that 
if the creative people have done 
their job properly they will have 
so influenced the agency’s think- 
ing and the account executive's 
attitude that they ought to be 
able to rely on the account 
executive to make a_ successful 
presentation. 

There is a rather pathetic 
belief among some creative 
types that there is a wicked 
conspiracy between the client 
and the account executive to 
massacre the work of the artist 
and writer. 

__ This is a very old-fashioned 
idea which is now passing out, 
but it’s a long time dying. The 
man who really thinks on the 
creative side today is quite pre- 
pared to let the other executives 
in the agency get on with their 
jobs—provided they don’t inter- 
fere with his. 

The difficulties begin to crop 
up when the creative team is pre- 
sented with a fait accompli in the 
form of a cast-iron schedule of 
media and sizes, a tight brief of 
musts and must-nots as far as 
copy and layout are concerned, 
an inadequate market research 
which does not answer their pri- 
mary questions and insufficient 
information about the object of 
the campaign, the product, its 
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position in the market, and its 
background. “We just want half 
a dozen 11-inch triples, old boy. 
You'll find all the dope I can 
give you in that file. Nice bright 
ideas. You know the sort of 
thing.” Yes, it goes on, if what 
I am told is correct. 

That, quite obviously, is the 
wrong way of going on. Circum- 
stances and methods can vary, 
but it is possible and necessary to 
put creative men fully into the 
picture at the earliest stage. 

To begin with, it is the job of 
the executive side to meet the 
client and obtain all the initial 
information possible. This covers 
samples of the product, its pack, 
selling features, “ plus” points, 
competitive products and details 
of price structure. Also the im- 
mediate object of the campaign, 
from the client's point of view, 
must be clear. 


GET ALL THE FACTS 


Marketing and research infor- 
mation required includes details 
of the nature of the present main 
markets, type of selling organisa- 
tion, extent of stocking both as 
to areas and quantity, nature of 
competition, main selling diffi- 
culties and general trends in 
demand. It must also be clear 
whether the client has a fixed 
appropriation or whether a 
recommendation as to total ex- 
penditure is required from the 
agency. These facts and any 
other relevant information must 
be available for the planning 
meeting within the agency. 

The agency planning meet- 
ing, before any recommenda- 
tions are submitted to the client, 
should be attended by the 
executives armed with their 
information, the creative chief, 
copywriters and _ visualisers 
who will work on the account, 
the media director, the research 
head and maybe the managing 
director. 

This is the point where the 
whole problem is reviewed and 
everybody makes his contribu- 
tion to policy formulation. The 
creative team can ask for more 
information or special research 
and this can be put in hand. If 
desirable, arrangements can be 
made for artists and writers to 
visit the client’s factory. 

After this planning meeting 
and collection of additional 
material, the various specialists 
should be given time to consider 
the implications and possibilities 
of the situation before coming 
together again to make recom- 
mendations. In this way the 
agency works as a unit. To take 
one example: media, sizes and 
frequency of insertion may be 
fundamentally affected by the 
creative approach. Time and 
effort are saved if the whole unit 
is agreed on the nature of the 
target and how often and how 
hard it is to be hit—before the 
schedules are prepared. This is 
only one way in which the crea- 
tive contribution, without domi- 
nating the other sections, can 
influence campaign planning. 


@ Continued on page 28 
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MOTORISTS 


THROUGH THE 


‘AUSTIN MAGAZINE’ « ‘MOTORING’ 


The two Monthlies that mean business 


WRITE FOR SPECIMEN COPIES AND RATE CARDS 


Austin Motor Company Ltd., Magazine Dept., Motoring, The Nuffield Organisation, 
84 The Promenade, CHELTENHAM. COWLEY, Oxford. 
*Phone : 52733 ; "Phone : 77777 
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THE CREATIVE APPROACH 


@ from page 26 


As a result of bringing in the 
writers and artists at the earliest 
stages, giving them an oppor- 
tunity to express their views and 
hearing the views of the other 
specialists, the campaign which 
is eventually submitted to the 
advertiser is more likely to be 
one which the whole agency sup- 
ports—and which the account 
executive can present with en- 
thusiasm and conviction. 

By all means let the senior 
creative people be present at this 
client meeting if it is felt they 
can learn or contribute anything 
useful by attending. But it is, in 
my opinion, a mistake to think 
that the creative men must “ sell” 
the creative work, the media men 
“sell” the schedule, the research 
men “sell” the research findings 
and so on. A little mutual re- 
spect and trust makes life a lot 
easier. 

To sum up, then. The first 
task in campaign planning is to 
state an objective on which both 
client and agent are agreed. This 
is probably the most difficult task 
of all as many advertisers are 
inclined to view advertising only 


from the short term point of view 
with little or no consideration for 
the ultimate long period job of 
building product and company 
personality. 

It needs all the resources, 
information and conviction of 
the agency to be behind a cam- 
paign recommendation § which 
looks beyond the immediate 
period of the campaign. The 
creative team makes a contribu- 
tion here. 

Next comes the strategy of the 
campaign. Strategy is inevit- 
ably linked with the objective, so 
once again the thinking of the 
creative side is important in 
influencing the broad lines of 
attack. Finally, we come to the 
tactics—as far as the writers and 
visualisers are concerned this is 
translated to mean copy, layouts 
and art-work. 

The artists and the writers can 
have and should have a strong 
and valuable influence on the 
agency’s thinking in campaign 
planning. But they must be 
brought into that planning very 
early on. If they are not, their 
gifts are being wasted and the 
agency is likely to have a nasty 
case of frustration on its hands! 


MARKETING CONDITIONS TODAY 


@ from page !9 


of labour shortages and hin- 
drances to expansion—profits 
were good and to some extent 
wage increases could be absorbed 
or passed on to the consumer. 
This year many annual reports 
speak of higher turnovers, lower 
margins which resulted in profits 
not being increased in the same 
proportion, and the worries of in- 
creased costs and foreign com- 
petition. 

So far this year unemployment 
has been lower, except for May, 
than in the corresponding months 
last year, and the number of 
vacancies unfilled is still higher 
than the total of unemployed. 
However, the number of unfilled 
vacancies was lower in May this 
year than April and also lower 
than in May last year. A num- 
ber of dismissals has taken place 
and in some industries short-time 
working is in force. 

For the marketing man and 
for the manufacturer this is the 
situation as the middle of the 
year approaches—and his inter- 
est lies in how long it will con- 
tinue and the extent to which it 
will affect his sales. 

The results of a survey by the 
Study Section of the Royal Statis- 
tical Society recently published 
show the following forecasts. The 
index of industrial production is 
expected to rise during the year 
by 2.9 per cent—a much greater 


| rate of increase than is shown so 


far. In the first quarter of this 
year the monthly average index 


| stood at 140, as compared with 


139 in the first quarter of 1955 
(1948 = 100), and the recent report 


of the United Nations Commis- 
sion for Europe stated that 
Britain is the one major indus- 
trialised country in Western 
Europe where industrial output 
as a whole has stagnated since 
the middle of last year. 

Retail prices are expected to 
rise by 5.7 per cent, despite the 
Government's view that we are 
reaching a plateau. Personal 
expenditure on consumers’ goods 
and services is expected to in- 
crease by 1.6 per cent, as com- 
pared with 3.1 per cent last year 
at constant prices. The accom- 
panying table shows personal 
expenditure on consumers’ goods 
and services, at average 1948 
prices, for the first quarter of 
1956 and the first quarter of 1955. 

So far this year—to April 
the value of retail sales for all 
goods is higher than in the corre- 
sponding period of last year, but 
the gains are not uniform. The 
accompanying table shows the 
results for some categories of 
shops. 

The most important signposts, 
however, are the balance on our 
foreign trade and the gold and 
dollar reserves. There is, in fact, 
already an improvement in these 
sectors, but the testing time will 
be in the autumn. Until that 
period is safely over, there is un- 
likely to be any question of a 
relaxation in the credit restric- 
tions, hire-purchase terms, or 
other deterrents. If, on the other 
hand, the situation deteriorates, 
further restrictions will be intro- 
duced. And for the manu- 
facturer, harder selling conditions, 
plus lower margins, are the most 
likely aspects of his trading. 
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PLANNING AN EXPORT 
ADVERTISING CAMPAIGN 


4-step guide by Henry Deschampsneufs 
of F. C..Pritchard. Wood and Partners 


"tHE object of an export ad- 

vertising campaign is to 
persuade people in other 
countries to buy your goods or 
services. To achieve this object 
you need the answers to four 
questions. They will produce 
the plan for your export adver- 
tising campaign. 


@ How much can you afford 
to spend on advertising overseas? 


There are three _ generally 
accepted ways of arriving at an 
Overseas appropriation. For an 
established product or service, a 
fixed percentage of past sales 
may be allocated. For example, 
a total sales value of £100,000 
per annum has been achieved. 
The price structure of the particu- 
lar product allows 5 per cent for 
advertising—so the year’s appro- 
priation \s fixed at £5,000. 

Alternatively, an estimate may 
be made of the anticipated sales 
for the ensuing year. The cur- 
rent sales value is £100,000. It 
is believed next year's sales may 
go up to £125,000. At 5 per cent, 
£6,250 would be allocated. 

For a new product or service an 
initial advertising investment may 
have to be made in order to get 
the product established. This is 
generally planned on a three or 
four years’ basis. The amount 
can be worked out on the antici- 
pated sales value at the end of 
the period. You spend at the 
annual rate based on this total. 
For example, £100,000 sales are 
estimated after three years. If the 
product carries 5 per cent for 
advertising, then you spend at the 
rate of £5,000 p.a. for three 
years. This amount of £15,000 
would, of course, have to be 
written off as an investment. 
Thereafter the product should be 
self-supporting. 


@Where will you spend this 
overseas appropriation? 


Few manufacturers either sell 
in, or can afford to develop, 
every market in the world. You 
must decide which markets are 
most worth developing. The rest 
can be ignored. You then divide 
the total appropriation by these 
markets, spending what is con- 
sidered reasonable in each. This 
is frequently worked out on a 
similar basis to fixing the total 
appropriation, i.e., on present or 
anticipated sales. 


At the same time, certain 
markets will hold out better 
prospects for development than 
others. You may well spend more 
in them than in markets where 
long-term prospects are not so 
good. 

Some markets are less expen- 
sive to advertise in than others. 
If the same effect can be obtained 
for less money, then save it, and 
use it to develop a more “expen- 
sive” market. This work calls 
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. soap in East Africa 


for the closest co-operation be- 
tween the export sales depart- 
ment, the advertising department, 
the local sales agent and the 
advertising agency. If more than 
one product is involved, the 
emphasis to be placed on each 
must be decided. 

Remember, whatever is spent 
in each market should produce a 
profit for the advertiser at the end 
of the period. If it does not, 
scrap it and try somewhere else. 


® To whom will you speak? 


Taking each market in turn, 
you must decide to whom your 
advertising message should be 
directed. This dictates the media 
you will use—how often you will 
use it and with what density. 

Advertising a baby food in 
Malaya, you will need to reach 
the Chinese and Malayan women. 
You may decide on the Chinese 
and Malay press, with radio and 
filmlets as strong supporting 
media. A baby food is non- 


seasonal. Your campaign can 
be spread fairly evenly through- 
out the year. 

Advertising electrical insulators 
in Latin America, you are after 
the contractors, government 
departments and electricity 
authorities. This probably in- 
volves the use of “top level” 
publications. 

Obviously it would be wasteful 
to use the radio or cinemas. In 
very hot weather major develop- 
ment work is often not pushed 
ahead so rapidly, so you concen- 
trate your campaign in the cold 
weather months. 

A cheap toilet soap in East 
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. baby food in Malaya 


Africa has its main 
amongst the Africans. You 
must concentrate, therefore, on 
the vernacular press, backed up 
by filmlets shown in cinemas 
largely patronised by Africans. 

Whilst soap is non-seasonal, 
market like East Africa deoutie 
largely on moneys received from 
the crops. Maybe you will wish 
ta spend more—say from 
October to March therefore, 
than in the slack months of the 
year. 

This part of the plan involves 
an exact definition of your poten- 
tial customers. It also necessi- 
tates a thorough knowledge of 
the media which reaches them 
most cheaply most effec- 
tively. 

To do this properly it is neces- 
sary that the media have been 
studied at first hand in the 
country concerned. You cannot 
judge the value of media only by 
knowing its circulation. Its effec- 
tive coverage is what you are 
buying. Ten people reading each 
copy of a magazine with five 
thousand circulation makes it a 
better buy than one with a thirty 
thousand circulation but only 
one reader per copy. 

Press, cinema, radio, posters, 
direct mail, all fit into a media 
pattern in each country. You 
assemble this pattern to reach 


market 


and 
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... insulators in Brazil 


the people you want, at the 
lowest cost to yourself. 


@ What do you say? 


This is the hardest part of all 
overseas advertising. And pro- 
bably the most neglected. Yet it 
is the most vital. 

Take our toilet soap for East 
Africa. Simple copy in the ver- 
nacular. Good pack and name 
recognition—the African buys on 
sight, not sound. A pretty girl. 
Universal appeal, but a darkened 
version of a European girl. 

The baby food for Malaya—in 
Chinese of course. Again the 
strong emphasis on the pack for 
its recognition value. “Straight 
backs and sturdy limbs,” says the 
headline. These are the prized 
possessions of Chinese Malay 
children. 

Good technical copy sells in 
any language—in the case illus- 
trated, Portuguese for Brazil. It 
will undoubtedly be read by those 
interested in electrical insulators. 
The Latin Americans are suscep- 
tible to size and grandeur. So the 
headline stresses the fact that the 
insulators are used in five conti- 
nents. No small firm makes 
them, but one with world-wide 
connections. It gives Brazilians 
confidence to deal with such a 
firm thousands of miles away. 

If there is one lesson in this it 
is that one can only persuade 
people of other nationalities in 
their own language, in their own 
idiom, and by playing on their 
national characteristics. 

Basically you may say the same 
thing to all. It is how you say 
it in each market that counts. 

There, then, are the four simple 
steps to take to plan an export 
advertising campaign. It is so 
easy where everyone concerned 
knows their overseas markets and 
their products. But you cannot 
generalise. Each market is a 
problem on its own. Only the 
rules remain the same. 
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JuLty 6, 1956 


COMPANY MEETING 


ADVERTISER'S WEEKLY 


The Amalgamated Press Limited 


ADVERTISEMENT REVENUE AGAIN A RECORD 
TOTAL SALES WELL MAINTAINED 
THE HON. MICHAEL BERRY ON PROBLEM OF RISING 


The following are extracts from 
the Statement of the Chairman, 
The Hon. Michael Berry, MBE, 
TD, circulated with the Report 
and Accounts for the year ended 
February 29, 1956, to be sub- 
mitted to the annual meeting on 
July 26: 


For the year to February, 


1955, The Amalgamated Press 
Group made a record gross 
profit. This year, for reasons I 


will go into a little later, we have 
fallen back to the level of 1954. 
From the Consolidated Profit 
and Loss Account you will see 
that this year’s figure, after all 
charges except taxation, is 
£4,763,000. Deducting tax, the 
Group net profit is £2,278,000. 
Out of this £709,000 has been re- 
tained in Subsidiaries, and 
£1,548,000 is left to be dealt with. 
We propose to pay a final divi- 
dend of 15 per cent on the Ordin- 
ary and “A” Ordinary Shares, 
bringing the total distribution to 
22 per cent, the same as last year. 
In the attempt to achieve 
greater simplification in the pre- 
sentation of our accounts, we 
have adopted a new method of 
dealing with the resultant surplus. 
There is no difference in function 
or availability between a general 
reserve and an unappropriated 
balance of profit carried forward 
from one year to the next. 
Consequently, we have amal- 
gamated these items into one 
figure in the Balance Sheet and 
this year’s surplus of £91,000 
against £1,066,000, is added to it. 
We have also rationalised the 


* revenue reserves shown in the 


Consolidated Balance Sheet, 
giving one figure for the Amal- 
gamated Press and a second for 
its Subsidiaries. The total of 
these is £11,923,000, an increase 
of £1,621,000 on last year. 

In The Amalgamated Press 
Balance Sheet, Current Assets 
less Liabilities are £3,569,000 
compared with £3,927,000. The 
fall is accounted for by rearrang- 
ing the Balance Sheet to exclude 
the item Amounts Owing by Sub- 
sidiaries from Current Assets, 
additions to fixed assets and re- 
demption of debentures to the ex- 
tent of £216,000 through pur- 
chases on the market. Oppor- 
tunity was taken of low Stock 
Exchange prices for fixed inter- 
est securities, due to the increases 
in Bank Rate, so that sinking 
fund requirements are now satis- 
fied up to and including 1962. 

In the Consolidated Balance 
Sheet, Current Assets less Liabili- 
ties have increased by £673,000. 


Trading of the Year 


As far as it has been within 
our power to control it, the 


trading of the year has been satis- 
factory. We again broke our 
record for revenue from adver- 
tisements, and notwithstanding 
thrusting competition, the total 
sales figure of our publications 
was maintained and revenue from 
sales increased. 

On the other hand the gloomy 
predictions concerning costs, 
which I let fall twelve months 
ago, have been fulfilled ‘n even 
greater measure than I then had 
reason to anticipate. 

The largest factor of increased 
costs has been wages, leading to 
a sharp rise in our total bill for 
printing and engraving. But 
there has scarcely been one 
significant item of cost that has 
not gone up. In particular our 
paper bill was up 9 per cent, 
wages 12 per cent, carriage 6 per 
cent, publicity 8 per cent, and 
editorial nearly 11 per cent. 
Altogether the increases in these 
items amounted to more than 
£717,000 in the parent Company 
alone. For the Group, wages and 
salaries amounted to £7,492,000, 
an increase of £843,000. 

The recession in profits is 
entirely due to these added bur- 
dens which, while continuing to 
pile up, have inevitably brought 
the publishing of our books and 
about narrower profit margins in 
periodicals. 

During the year six of our old- 
established publications, for this 
reason, found the going too diffi- 
cult and had to be discontinued. 

As I have said, the net revenue 
for the year from advertisements 
was a further record in the his- 
tory of the Company. This 
reflects and emphasises once 
again the unique field for the 
advertiser which is provided by 
the many and varied publications 
issued by The Amalgamated 
Press. These cater for every age 
and income group and are ‘dis- 
tributed not only in the towns, 
but, thanks to our efficient system 
of distribution, are on sale in the 
least frequented parts of the 
country. Indeed it is true to say 
that our periodicals and maga- 
zines form the basis for an adver- 
tising campaign which would 
appeal to almost every interest 
and to every type of person. 

We are happy to welcome five 
new members to the Board. They 
are Mr. Charles William Lewis, 
Managing Director of The Im- 
perial Paper Mills Ltd. Mr. 
Reginald T. Eves, Mr. John 
O'Connor, Mr. Percy Montague 
Haydon, MC, editors of several 
of our leading periodicals, and 
Mr. C. G. V. Davies, MBE, one 
of our business executives. All 
of them have spent the whole of 
their business lives with us and 
therefore have behind them 


many years of valuable service 
and experience. | am sure you 
will support unanimously the 
formal resolutions confirming 
their election as Directors. 


Magazines for Women 


We have maintained our lead 
in the field of women’s maga- 
zines, certainly as competitive as 
any wherein we are engaged. The 
first to which I draw your atten- 
tion is Woman's Weekly. During 
the year its sales averaged 
1,853,380 copies per week, thus 
beating the record secured in the 
previous year. Among other of 
our weekly magazines Woman's 
Illustrated has again moved for- 
ward impressively. A big increase 
in average sales gave this rapidly 
growing paper a new record 
circulation of 734,024 weekly. 
Revenue from advertisements has 
expanded and there is no doubt 
that this widely read publication 
is attracting much attention and 
gaining more and more the con- 
fidence of national advertisers. 

Turning to our monthly maga- 
zines, it is pleasing to report that 
these continue to do very well 
in spite of extravagant competi- 
tion. 

In a class by itself, and for 
some time considered the most 
beautifully produced quality 
magazine in the country, 
Woman's Journal has had another 
good year. Noted for its first- 
class fiction and its homemaking 
features, this monthly magazine 
continues to enjoy a habit-formed 
and distinctive readership and the 
established confidence of adver- 
tisers. 

Woman and Home is still the 
largest selling monthly magazine 
for women. My Home and Wife 
and Home have maintained their 
wide popularity and held their 
respective positions in_ this 
market. 


Kelly’s Directories Ltd. 


The profit experience of Kelly's 
Directories Ltd., of whose Ordi- 
nary Shares we own some 75 per 
cent, has been similar to that of 
the parent Company. Following a 
record year, the gross profit of 
the Kelly Group receded to the 
approximate level of 1954. This 
is, of course, reflected in the Con- 
solidated Profit and Loss Account 
of The Amalgamated Press. 

The gross profit of £1,380,000 
compares with £1,469,000. 
Deducting tax there remains 
£715,000 compared with £797,000. 
The Ordinary Dividend has been 
maintained at 25 per cent, and, 
after leaving £307,000 in the 
accounts of Subsidiaries, £213,000 
is added to Revenue Reserve and 
Carry Forward. 


COSTS 


. Outlook for the Current Year 


In attempting to give a brief 

assessment of our future pros- 
pects—which I do with the 
utmost caution—three factors 
stand out before us; first, we 
know that trading results during 
the early weeks of our new year 
will be severely affected by the 
serious and long-drawn-out print- 
ing wages dispute which caused 
the temporary stoppage of most 
of our publications. It is too 
soon for me to estimate to what 
extent the circulations of these 
publications will suffer as a result 
of interruption in production, but 
we do know that as the outcome 
of this dispute Wage levels have 
already risen considerably. 
' The second factor concerns 
income from advertisements. 
When Commercial Television 
started, the immediate effect upon 
our revenue was slight because 
many advertisers, regarding the 
matter purely as an experiment, 
found additional money to cover 
their ventures in this field. At 
the time of making their plans 
for 1956, however, some of their 
normal quota for advertising 
expenditure was undoubtedly 
diverted to this new medium. In 
addition there have been many 
recent rate increases and National 
daily papers and London evening 
papers have more space to offer. 
Thus, it is possible we may 
experience a slight check in the 
annual increase in advertisement 
revenue which we have recorded 
during recent years. 

Coming to the third factor, we 
can expect no relief in the bur- 
den of high costs; indeed the 
signs are that they may continue 
to rise. The outcome of further 
advances in either the cost of 
labour or materials could be a 
serious thing for the Company. 
It would mean that the axe would 
have to fall on more of our pub- 
lications. The development of 
existing publications and _ the 
bringing out of new ones must 
always be the main purpose of 
our activities. Continuing higher 
costs will be both a threat to our 
plans for the expansion of the 
business and a danger to our 
efforts to maintain the position of 
the Group, and the security of 
those employed in it. 

In conclusion, I am sure that 
the Shareholders would wish to 
join me in paying a warm tribute 
to the loyal and enthusiastic ser- 
vice given by the Directors, Edi- 
tors, Managers and Staffs of The 
Amalgamated Press and its sub- 
sidiaries. It has been a strenuous 
and difficult period and we are 
mindful of their efforts and co- 
operation during the past year. 
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AND 


are customers, present or prospective. Most 
businesses have lists of people who ought to 
be buying. but who have not done so, or do 
not do so often enough. Customers already 
contacted represent sales resistance partially 
broken down. There's no need for us to tell 
you the value of continuous follow-up. if you 
are too busy, let us do i for you. This is 
our speciality 
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Commercial Art & Photography 
Terminus 8770 0073 


PRINTERS 


to 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 

VEEVERS & HENSMAN LTD. 

36, Albemarle Screet, Piccadilly, W.!. 
Grosvenor 6782 


Technical articles cf real interest to engin- 
eers and executives appear regularly in 
Mechanical World. If your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


Mechanical World 


ENCINEERING RECORD 


Published monthly in London and Manchester 
Emmott & Co. Led., 3! King Street West, Manchester 3 
London Office: 50 Temple Chambers, Temple Avenue, E.C.4 


NUTOTYPE jos 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
Brownlow Rd., London, W.13. Ealing 269! 


R. P. GOSSOP LTD. 
e Artists’ Agents e« 
36, CARTER LANE, E.C.4 

CENTRAL 6950 


FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 


A.B.C. figures 


MEMBER OF THE July to Dec. 1955 
avory @VASAU 


OF CEVLATIONS 28,03 I 


Belfast Office: 
18 Donegall Square, East. Tel. Belfast 24397 


ee Se: 
69 Fleet Street, E.C.4. Tel. FLE. Street 5453 


You MUST include 
THE 


REDDITCH 
INDICATOR 


Exclusive span of a prosperous and 
expanding Industrial area of the West 
Midlands with environs of Birmingham. 


Agents: 

J. T. ROBSON & SON LTD 
80 FLEET STREET, E.C.4. 
Tel.: Fleet Street 4438 
REDDITCH Worcs 


G. F. KRUSE 


LTD. 


37 SPRING STREET W.2. 


INFORMAT 


Mannequins pose before one of the new cars that appeared in the 
highly successful joint advertising event in Leeds. 


Almost 25,000 


people came to see it. 


Cars and fashion join 
in popular promotion 


USTOMERS and their 

friends were invited to 
visit the 1956 Motor Show of 
Tate of Leeds Ltd., and they 
certainly made full use of the 
opportunity. 

Main theme of the event was 
holidays and the ingredients of 
fashion, car design and colour, 
plus a continental flavour com- 
bined to make it a very effective 
sales idea. 

The planning of the show was 
the responsibility of Pickersgill 
Publicity Service Ltd., of Leeds. 
The company also had the task 


| of choosing the theme, writing to 


government tourist offices and 
obtaining literature, posters and 
displays from 19 different coun- 
tries. They also designed the sets 
and prepared the press publicity. 

The show pulled an attendance 
of almost 25,000 people and 
attracted a deal of comment 
among the public and within the 
motor trade. From a hard busi- 
ness point of view the event 
resulted in a rush of orders for 
Tate of Leeds—all the more 
acceptable in view of the diffi- 


Against a background of new 
cars the latest holiday fashions 
were shown 


culties being experienced in the 
motor trade. 


How to make £100 go a long way 


Invest £100, by Edward Westropp. 
Published by Oldbourne Press, price 
Ts. 6d 

THIS BOOK is intended as a 
practical guide for the small 
investor, and includes valuable 
information on Stock Exchange 
practice, life insurance and 
National Savings. 

The author (he is City editor 
on the Sunday Express) draws 
upon his experience as an indus- 
trialist and trust company direc- 
tor to demonstrate that the tactics 
which apply to the man with £50 
also apply to the investor with 
£10,000, because the principles 
which should be adopted by be- 


ginners are those which can make 
the big investor even more 
prosperous. 

We are told that * Investment 
can become one of the most 
fascinating hobbies in the world. 
but only the experienced specu- 
lator should risk his money 
abroad. 

“For safety and profit no shares 
are good enough except the best” 
is the keynote of this beok, and 
Mr. Westropp believes that hope 
for the future of a prosperous 
Britain lies in share-owning by 
the biggest possible number of 
people. 
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Paper problems aren’t solved by mechanical minds. 
To get good results out of printing on paper or board needs years of experience 
and a flair for the job: both essentially human attributes. 
If you want to choose the best materials for printing a showcard or catalogue, 


menu or invitation, why not simply : 
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THE EDITCR ANN SEYMOUR KAY MARLOWE 


_ - 
Nila OF WOMAN & BEAUTY 


A smart magazine is like a fashionable woman— 
she knows that fashion changes and to keep her- 
self that instinctive step ahead she has to revise 
her dressing. This is the ‘how’ of remaining 
young, and attractive. And this is what we’ve 
done with Woman & Beauty. 

Woman & Beauty has a new face—a younger vital 
look that will catch the bright eyes of that im- 
portant age group—the seventeen to thirty. And 
what a richly rewarding age-group this is if 
you’re advertising a fashion or beauty product. 
Today these are the women with the money and 
these are the things they are spending it on. 
The new Woman & Beauty will win their hearts 

. and their pockets. 


FROM 


or 


FROM Q.. lignes BEAUTY EDITOR 


Young girls and women have never been so keen 
on beauty care as they are today, and to win the 
younger reader a magazine needs to give her 
right-up-to-the-minute beauty advice. You'll 
find that Woman & Beauty has the most alive, 
vigorousandcompletely reliable beauty coverage. 


FROM Kay Ararton FASHION EDITOR 


Fashion! ... how this word draws every woman's 
interest like a magnet. We have a bunch of 
enthusiastic fashion experts, who seek the 
best clothes everywhere. You'll be seeing some 
first-class fashion features — young, light- 
hearted features—in the new Woman & Beauty. 


in October you'll be seeing... 


the first issue of the new Wor 
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FURTHER IMPORTANT CHANGES IN THE NEW ‘WOMAN & BEAUTY’ 


8 The print order will be increased to 


275,000 


while the monotone advertisement rate remains unchanged at 
€:80@ PER PAGE 


@ Selling price will be reduced from 2j- to 1/6 


@ From October WOMAN & BEAUTY will be printed throughout in 
PHOTOGRAVURE 
and more colour pages will be available 


8 A national consumer press campaign will be launched to 
announce the October ‘New Look’ WOMAN & BEAUTY 


@ WOMAN & BEAUTY is going to be a key publication — 
important for any national fashion or beauty advertising, 
and vital for any advertising aimed at the Younger Woman 


A. W. Burnett, Advertisement Director 
THE AMALGAMATED PRESS LTD + THE FLEETWAY HOUSE 


FARRINGDON ST + LONDON E.C.4+ CENTRAL 8080 


man & Beauty ? 
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Focus on WEST AFRICA: J/nicnse interest is 


being paid by foreign traders to the African market 
and British exporters will have to improve 

their advertising and marketing if they are to 
maintain their leading position 


Rising standards make the 


Gold Coast a major market 


By E. G. BUTTERWORTH, 


HE rapid strides towards 

political independence by 
the Gold Coast in recent years 
have tended to obscure the 
equally dramatic advance in 
economic affairs made by this 
embryo member of _ the 
Commonwealth. 


In 1938 (a typical pre-war 
year) total trade between the 
Gold Coast and the rest of the 
world was worth less than £15 
million. But by 1955, this figure 
had reached the quite startling 
dimensions of £175 million. That 
the increase was well spread and 
continues, is evidenced by the 
following figures for the value of 
Gold Coast imports :— 


£ 
1939 7,540,931 
1945 10,549,505 
1947 22,589,690 
1949 45,416,037 
195] 63,793,420 
1953 73,802,866 
1955 87,867,588 


A number of factors, which 
must include inflation, have 
contributed to the increase in 
trade figures and to the spending 
capacity. Development plans, 
outside the scope of normal 
expansion, have been responsible 
for expenditure of the order of 
£15 million annually in recent 
years. There have also been in- 
creases in the output of timber, 
manganese and diamonds, but 
the biggest single factor has been 
the marked increase in the price 
paid for cocoa, the country’s 
main export, in world markets. 
The Gold Coast crop, valued at 
just over £5 million in 1939, 
accounted for £65 million in 
1955. 

This has meant that the sub- 
sistence level of the Gold Coast 


Trade Comm'ssioner of the Gold Coast 


A general view of the King George V Memorial Hall, Accra, in which 


the Gold Coast Legislative Assembly holds its meetings. 


The rate 


of economic advance made by this embryo member of the Common- 
wealth ensures its importance as a future market. 


largely accepted pre-war, no 
longer obtains, and a _ rising 
standard of life is now enjoyed 
by the masses. 

Tastes have also become 
more selective, and the African 
is becoming a discerning buyer 
of manufactured goods cover- 
ing a wide range, including 
radios, refrigerators and motor 
vehicles. 

While utilitarian items such as 
cotton piece goods, building 
materials and foodstuffs _ still 
form the backbone of the Gold 
Coast import trade, there is in- 
creasing scope for the sale of 
articles outside this category. In 
the basic requirements of the 
market, items such as cement, 
corrugated iron sheets, sugar, 


medicines and drugs, beer and 
flour all show enormous increases 
in volume, as well as value, com- 
pared with pre-war intake. 
There is still some suspicion 
of the new and unusual, and 
branded goods of known quality 
are in demand. It is a mistake to 
change the colour or style of a 
wrapper without good reason 
because there is still an illiterate 
element which relies on such 
means for identification. 
Packing is also important for 
rough handling is to be expected. 
Goods consigned to the surf port 
at Accra particularly, should be 
contained in cases not too large 
to be manhandled. Owing to the 
very considerable degree of 


humidity, articles likely to suffer 
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from a damp climate should be 
packed in airtight containers. 

There is no Imperial preference 
in the Gold Coast, and while 
licences for the import of goods 
from the dollar countries have 
to stand the test of need, imports 
from easy currency countries are 
largely unrestricted. A con- 
siderable range of goods from 
Japan is permitted under quota 
licence, and considerable and 
increasing quantities of goods 
from this source have been enter- 
ing the Gold Coast in recent 
years. 

Although the volume of United 
Kingdom goods imported has 
increased steeply, Great Britain 
has lost considerable ground in 
the export race to the Gold Coast 
in recent years and in 1954, for 
the first time on record, British 
trade fell below 50 per cent of 
total import figures. 

The decline in proportionate 
trade has continued, although at 
a reduced rate, and for 1955 stood 
at 47 per cent of the total intake. 
The value of British exports to 
the Gold Coast in 1955 was £41 
million against £34 million in 
1954. Japan improved her posi- 
tion with exports valued at £9 
million against £5 million in 1954, 
the Netherlands exported goods 
to the Gold Coast worth £7 mil- 
lion against £6 million the pre- 
vious year, while the share of 
Western Germany increased from 
£3 million to £4 million. 

The total number of new cars 
imported into the Gold Coast was 
3.146 of which 1,856 were British, 
903 German and 137 American. 
More Opel cars were imported 
than any single British make. 
But of 3,137 commercial vehicles 
no less than 2,876 came from 
Britain. 

An example of successful 
Japanese incursion into the 
Gold Coast trade is provided 
by statistics for corrugated 
iron sheets. In 1954, the 
Japanese share of this trade 
was £149,000 against £942,000 
from the UK. Last year, 
Japan's share had increased to 
£637,000, with the UK contri- 
bution reduced to £750,000. 
Much of the success of British 

competitors has been due to the 
careful study of market require- 
ments—but the Gold Coast is 
being visited increasingly by 
German salesmen, while a depu- 
tation from Osaka is becoming 
an annual event. The difficulty 
of the British salesman often 
lies in quoting firm dates for 
delivery and fixed prices in view 
of uncertainty as to the future 
trend of wage levels and other 
factors. 

Reference has earlier been 
made to Gold Coast development 
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plans outside the scope of normal 
expansion. These have sup- 
ported a significant demand for 
capital goods. The number of 
vehicle licences in the Gold Coast 
has risen from 7,500 immediately 
prior to the war to 26,900 in 1954. 
Electricity output has increased 
from 8,461 kilowatts to 18,020 
kilowatts under the 1951-56 
development plan. Under the 
same plan 800 miles of major 
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After sales service: a 
must for the Gold Coast 


has hardly kept abreast of the 
increases in the volume of trade 


ingly varied range of manufac- 
tured goods may be expected. 


JuLy 6, 1956 


such over the next few months 
as to support firmer delivery dates 
and prices, some success might 
attend an effort to recover lost 
ground in a market which calls 
for special study but also offers 
rich rewards, 

Wholesale distribution in the 
Gold Coast is largely in the hands 
of a dozen or so big firms with 
head offices in this country and on 
the continent, while the retail 


, “We 7 d there is a tendency to dismiss P deserving special con- trade i di t to 
a roads have been rebuilt and 700 2" : , _ Points deserving sp rade is tending to pass intc 
i) miles resurfaced. Over 400 miles ‘he mumerous local daily news- sideration then are: African hands. There are also a 
5% of overhead telephones and aed re ae very poset then @ Salesmanship methods number of manufacturers’ agents. 
: underground cables have been sia al wis em “a pI id. © Packing improvements It is possible to obtain a free 
added, and telephone capacity Modest circulation. it shouid, ipa aE. handbook from the Gold Coast 
. ; . however, be borne in mind that @ After-sales service - —s 
has increased threefold. These ee ere 7 a qe Office in London giving details 
development plans are still un- 5¢WSPapers in the Gold Coast are @ Advertising techniques of the facilities available, and 
j folding and are likely to mean "0t discarded after a brief study If conditions in the UK are also lists of local traders. 
se increased demand for goods for 48 19 this country, but tend to be 
| many years to come seen by more than one pair of 
. eyes. The advance of education 
it Numerous local dailies continues and newspaper circula- _ 


More attention is called for 
in connection with after-sales 
service. It is almost impossible 
for a manufacturer who has 
not visited the Gold Coast to 
appreciate the conditions under 
which his machinery will be 
operated. The extremes of 
heat, humidity and dust, the 
unskilled operators and the 
difficult country, combine to 
put a severe strain on even the 
best units. There is a feeling 
locally that while maximum 
effort may be made to sell an 
expensive piece of machinery, 
car or radio set, too little 
interest is taken in its subse- 
quent usefulness to the buyer. 
Progress in advertising methods 


tion will undoubtedly increase 
with it. 

In advertising, effort should be 
made to identify the product with 
local conditions—bicycles should 
be portrayed with African riders, 
toothpaste advertisements should 
show African smiles. The non- 
African population of the Gold 
Coast at the last Census num- 
bered only 6,000 against four 
million Africans and the needs of 
the European must be put in per- 
spective against the wider local 
demand. 

As to the future, there is no 
reason to expect any falling off 
in trade with the Gold Coast and 
in conditions of full employment 
sustained demand for an increas- 
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Two showcards and a bottle crowner now being used by E. R. Squibb 

& Sons Ltd., to promote their Verdiviton tonic product in the West 

African market. These point-of-sale pieces were produced by Astral 
Arts Group Ltd. 


= 


37,000,000 people are on the march towards 
new and higher standards of Living. 


“NIGERI 


Reach them through their OWN progressive newspapers 


This national |2-page daily in English, has a record of con- 
tinual improvement and progress. It sets the standard for 
all other African-owned newspapers. Its readers are in- 
terested in what the U.K. has to sell, and what's more, 
possess the means to purchase imported goods. 


DAILY SERVICE (Lagos) 


(audited circulation 22,554 Feb. 1956) 


No other vernacular paper in Nigeria has made such 
a IROH | N YO RU BA (Lagos) startling progress as a cocky noumnanet in the Yoruban 
i i j dialect. In just under 18 months the circulation rose from 
a (eudheed circulation 54,205 EEiaineues 17,000 copies to its present audited figure of 54,245 copies 
P per issue, and it continues to increase. IROHIN YORUBA 
is now publishing an 8-page issue twice a week, which, 
whilst giving concentrated coverage in the Western Region, 
3 circulates nationally and also in the Gold Coast. 


NIGERIAN TRIBUNE (lbadan) Creutstion in toadan township, en ne ERS 


(circulation 12,000) 


In this rapidly expanding territory is a market 
which provides an exceptional field for well directed advertising 


For information apply to the exclusive representatives of THE AMALGAMATED PRESS OF NIGERIA LTD. i 


JOSHUA B. POWERS LTD. 


14, COCKSPUR STREET, LONDON, S.W.! 
Tel: WHitehall 3366 
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Nearly twenty years ago the cinemagoers of Lagos were 

amazed—and delighted—to see the first screen advertisement 

ever shown in West Africa. Jt was West Africa Publicity who 

introduced this powerful medium into these important 

territories, just as it was W.A.P. who had earlier put press 

and poster advertising on a properly organised footing. 

It is against this background of unique knowledge and 

experience of the West African scene that W.A.P. operates a 
comprehensive, authentic service for cinema 
advertisers in Nigeria, Gold Coast, Sierra Leone 
and the Gambia. W.A.P. recommendations 
take account of the needs and seasonal buying habits 
of local populations, and the class of audience 
attracted by each cinema. Further, a regular and 
efficient exhibition checking system on 
individual cinemas is operated throughout all the 
territories. W.A.P’s ‘‘on the spot’’ service safeguards 


advertisers’ interests in all respects. . Creative Siti 
. Export Advertising Service Ltd., London 
Wwe Sy p Ar RI GA \N i, for West Africa Publicity, offer 
expert advice on the creation, direction 
P WBEI Gerry ETD te production of films and filmlets for 


West African markets. 


London Agents: Export Advertising Service Ltd. 
22 Old Bond Street - W.I 
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HE remarkably successful 

visit of the Queen to 
Nigeria and the rumoured 
visit to the Gold Coast in the 
not too distant future have 
done much to open the eyes of 
British business to the progres- 
sive outlook of these areas. — 

Until Her Majesty made Nigeria 
real news, few firms seem to have 
realised that the country enjoyed 
a favourable trade balance of 
considerable proportions. Many 
foreign countries of course are 
directing their thoughts to the 
possibility of gaining what they 
can of this prize. 

Money lying idle in the banks 
does not make any greater appeal 
to West Africans than to people 
elsewhere when they feel it could 
be used to bring them a higher 
standard of living. This does not 
imply that nothing is being done 
to improve the standard: one has 
only to look at the vast building 
schemes, the harbour extensions, 
the building of new roads and 
bridges, the erection of schools 
and institutions and the opening 
of more stores, garages, etc., to 
know what feverish activity, both 
public and private, there is. 

But with self-government in 
most areas being within sight, 
it stands to reason that if 

Britain wishes to keep her 

place in West Africa’s commer- 

cial future, she must act 
quickly and with firmer deter- 
mination. Time is obviously 


against her, facing as she is 

price-cutting competition from 

Europe and Japan. 

A British trader in Lagos 
recently had a letter published 


Sole Agents 

OVERSEAS PUBLICITY & 
SERVICE AGENCY LTD., 
29, Oxford Street, W.!. 
"Phone : GER 0737 8. 
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Large scale economic and social 
developments are rapidly taking place 
in territory the Queen visited— 


Nigeria—market of 
opportunity 


By a SPECIAL CORRESPONDENT 


in a leading London news- 
paper, which pointed to several 
improvements which he con- 
sidered indispensable to our 
future trade. He referred to our 
need to follow the practice of 
foreign competitors by giving 
firm c.if. prices for goods in- 
stead of quoting f.o.b. and leav- 
ing it to the buyer to make his 
own shipping arrangements and 
guessing what the cost of trans- 
port, insurance, etc., would be. 

Secondly, he insisted that firm 
delivery dates should be recog- 
nised as binding on British manu- 
facturers as on others, with pen- 
alty clauses in contracts to cover 
unexpected delays. 


Importance of travel 


More important than either of 
these, he affirmed, was the neces- 
sity for sales directors to see that 
their travelling representatives 
really did travel—that is, that in- 
stead of leaving the outcome of 
their visits to the good-will of 
agents and distributors in the 
West African capitals, travellers 
should be made to move inland 
to discover for themselves how 
the people really lived, that their 
needs were being met and that 
new trade outlets wherever pos- 
sible should be found. 

How often, he asked, do British 
representatives attempt to do 
this? 

The answer is seldom. 

Even in these days of town to 
town air-hops, few travellers 
“penetrate” into places like 


Northern Nigeria or the Ashanti 
kingdom of the Gold Coast. Yet 
one has but to read an article like 
the one recently published in the 
weekly West Africa to learn what 
is going on in the so-called “Back- 
ward North” of Nigeria. Here is 
a quotation: 

“Last week, for example, a 
new coca-cola plant was opened 
in Kano; on a site next to the 
Kaduna textile factory, the 
foundations are being laid for 
a new mineral water factory; 
in Zaria plans are being drawn 
up for a cigarette factory. In 
the meantime the Nigerian 
Canning Company in Kano 
is increasing production, and 
cloth made by the Kano Citi- 
zens’ Trading Company is being 
more widely accepted. In Zaria 
experiments with mut process- 
ing may soon lead to the estab- 
lishment of a factory. Tr 
Industries are coming to North- 
ern Nigeria partly as a result 
of the government's policy, 
partly because of the avail- 
ability of raw materials and 
partly because of the expanding 
market which its 18 million 
people offer for certain con- 
sumer goods.” 


There is surely nothing very 
unprogressive in this picture. 
Again, as the journal mentions: 
“Kano boasts an impressive array 
of small-scale industries. : 
Most were started by Lebanese, 
Italians or Frenchmen, who came 
with some money and decided to 
produce rather than trade. There 
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Established in 1939 as the first Ashanti daily newspaper, the ASHANTI 
PIONEER has for many years proved its exceptional pulling power. 
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gular purchasers of advertised goods. 
ONEER receives such strong advertising 
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are, for example, three perfume 
factories, two owned by a Swiss 
and one by a Frenchman, based 
on imported essential oils, which 
are distilled and bottled. The 
products are sold all over Nigeria. 
Then there is a small but growing 
soap factory; a bone crushing 
factory ; an Italian-owned cement 
tile factory; a small steel furni- 
ture assembly plant and a tyre- 
sole factory.” 

If traders are reluctant to ex- 
plore the chances of further busi- 
ness in such areas, the newspaper 
press of the country remains alive 
to future possibilities. The lead 
ing paper in the South is about 
to open a printing office in the 
North, and the papers published 
there at present are fast increas- 
ing their circulations . . . in 
one case from 8,000 copies a 
week to 25,000 copies twice 
weekly in a matter of six months 
—a phenomenal advance. 


Power of press 


Soon, it is hoped that the North 
will have its own daily paper in 
English. But because the average 
business traveller stays South and 
comes home with false impres- 
sions, the press of Northern 
Nigeria is seldom given the op- 
portunity to rub home the value 
of his firm’s products to the 
masses who live there. 

In the Gold Coast, where inde- 
pendence within the Common- 
wealth may occur at any moment. 
trade relations with Britain are 
likely to become more fluid. In 
other words, Britain will have to 
look to her laurels as she has had 
to do in India, Pakistan and other 
one-time dependencies. 

Undoubtedly the Gold Coast 
will buy its requirements in the 
best world market regardless 
of its past British connection. 

Thus it behoves us to improve 

and to consolidate our trade 

in that country to the utmost 
of our ability before independ- 
ence reaches it. 
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peroxide 


s teeth strong white & healthy 


One of the brightly - coloured 
metal wall signs which have been 
processed by Reginald Corfield 
Ltd. for the West African market. 
Problems arising from the intense 
sun exposure have been solved 
by the use of special inks. 
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Don’t beat about 
the African bush 


call 


POWERS 


(WHitehall 3366) 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 


14 COCKSPUR STREET, LONDON, S.W.1. 


SELL TO 
THE GOLD COAST 
through itt OWN magazine 


™ NEW NATION 


24-page monthly illustrated magazine 


Published and edited in the Gold Coast, 
written for and by Gold Coasters, ‘* NEW 
NATION "’ is a local product which will 
help establish your goods in the local 


market. 

Readership extends to politicians, govern- 
ment officials, African business and pro- 
fessional men, undergraduates, students, 
teachers, etc 

‘NEW NATION "’ is a first-class adver- 


tising medium with an audited circulation. 
FLASH ! Reserve your space in the Special 
80—100 page Independence Day Souvenir issue 


—NOW ! 


ited circule Figures available from our 
K. representatives 


JOSHUA B. POWERS LTD 


e : WHitehall 3366 


Hus 


AA ER 


NIGERIA | 


lM UA 


<SUAMNUNIVATINAAUTA TAU TH 


EE 


Nation-wide coverage is obtained by using the 
of English language (AFRICAN-OWNED AND 


FEDERAL CAPITAL 


wm @ vast Territory of some 32,000,000 
people which is STILL wide-open to 
BRITISH EXPORT Trading interests 


following “‘ ZIK’’ Group 
READ) Dailies 


LAGOS 


NORTHERN REGION 


Kano 


“DAILY COMET” 


EASTERN 
Enugu 


““EASTERN. SENTINEL” 


Specimen copies, rates, etc., from Sole United Kingdom Representatives : 


THE AFRICAN AND COLONI 


13, New Bridge Street, London, 


“WEST AFRICAN PILOT”’ 


(Audited net sales figures on application) 


Onitsha 
‘NIGERIAN SPOKESMAN ” 


— the National Daily 


WESTERN REGION 


Ibadan 
“SOUTHERN NIGERIA DEFENDER” 


REGION 


Port Harcourt 
“EASTERN NIGERIA GUARDIAN ” 


PRESS 
Telephone: 


AL 
c.4. 


AGENCY 
FlEet 


LIMITED 


Street 0364/5 
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The West African Drum is a mass-selling 


magazine that covers all 3 regions of — 


Nigeria, and the Gold Coast and Sierra 


Leone. 


In West Africa, a magazine is not thrown 
away but is retained to present your 
message again and again. We ourselves 
reckon on a readership of 20 adult 


readers per copy. 


Drum enters the homes of high and low, 
This month 
we are despatching between 80,000 and 
90,000 copies to West Africa. 


in villages as well as towns. 


Not only is there, in our pages, fun and 
frivolity but advertisers will benefit. by 
our high reputation for integrity. 


Drum contributes to a better world. 


Member of S.A. Audit Bureau of Circulation. 
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WEST AFRICA 


Outdoor ads play 


a major role 


The excellent facilities for outdoor advertising that exist in West 
Africa are described by an expert on the spot. 


HE territories of British 
West Africa offer exciting 
prospects for manufacturers 
answering the call for 
more and still more exports. 
At the same time competitive 
conditions in trading have 
returned in strength and the 
West African customers 
are developing towards even 
greater discrimination in their 
purchasing habits. There is 
marked brand consciousness. 
These factors combine to pre- 
sent a marketing problem in 
which advertising obviously has 
an ever-increasing role to play. 
However, the background on 
which this somewhat European- 
style marketing problem is laid 
is in itself a problem—the back- 
ground is Africa which, for all 
the intense and apparently rapid 
progress within its vast seaboards, 
remains for the most part under- 
developed or in the very early 
stages of development. 


Factor of literacy 


Advertising to the masses of 
British West Africa must still be 
based fundamentally on the 
orthodox media—outdoor, press 
and cinemas. These have in 
themselves developed very con- 
siderably in the last féw years 
(the leading newspaper is now 
producing audited figures of over 
70,000 daily), but the limiting 
factor of literacy is continually 
apparent in all territories. English- 
speaking and certainly English- 
reading West African people are 
still very much in a munority, 
while some local vernaculars 
have no written form and others 
a newly-created and thus not 
widely known written form. 

The outdoor and pictorial 
medium has the longest history 
of impact—as one would expect, 
having been utilised in Africa for 
centuries as a means of expres- 
sion and recording. That it is 
still a first choice with the West 
African is demonstrated by his 
frequent use of fly-bills to 
announce a wide variety of 


| events, both business and per- 
| sonal. Organised outdoor adver- 


tising capitalises on this deep- 
rooted interest and usage, bring- 
ing with it opportunities for the 
strongest and most dramatic styles 
of visual presentation. 

With the invaluable aid of 
colour, full pictorial effects 
can be obtained needing little 
or no explanation in words. 


Packs can be illustrated exactly 
as they will be seen in the 
markets and stores, products 
themselves can be shown in 
life-like form and in use. Most 
important of all, product 
names with any accompanying 
trade mark or symbol can be 
given the strongest support, 
these having considerable im- 
portance and influence in ob- 
taining mass recognition and 
acceptance. 


Siting must, of course, be an = 


especially important factor, but 
it is not always practicable to 
apply the usual European yard- 
sticks in measuring values. There 
are so many fundamental differ- 
ences in the living habits of West 
Africans, not only when com- 
pared with Europeans, but from 
territory to territory and indeed 
from province to province within 
each territory. Nevertheless, 
main roads, market places, rail- 
way stations and other familiar 
strategic siting areas exist, and 
are well employed. 

For manufacturers, posters 
offer one important use not 
usually considered in developed 
markets. In British West Africa 
generally, display facilities in 
shops, stores and markets are 
very limited and frequently non- 
existent, except for such display 
value as actual packs will give. 
Where space does exist, it is the 
object of intense competition 
among the many and varied en- 
thusiastic manufacturers’ repre- 
sentatives operating in the terri- 
tories. The fate of a great deal 
of expensive display material 
would bring tears to the eyes of 
some manufacturers, if they did 
but know that sad fate! 


Guaranteed maintenance 


Posters thus can offer what are 
in effect “shop windows,” dis- 
plays of a guaranteed nature, 
that is, guaranteed in that the 
displays are protected by proper 
maintenance and current pro- 
ducts and designs only are 
featured in accordance with the 
manufacturers’ requirements. 
This value has been developed 
and enhanced in a number of 
towns by the siting of displays 
up to 1I6-sheet within market 
areas, actually on the walls of 
market stall buildings thus bring- 
ing displays as close as possible 
te points of sale. 


National campaigns for major 
British manufacturers can be 
presented with efficiency and 
thoroughness. 
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| GRANADA CASE HISTORY BOF 


PROBLEM 


ADVERTISER'S WEEKLY 


KenKast Concrete Ltd. build concrete garages to order. 
Cost is about £70 per unit and sales are entirely 
dependent on enquiries from their advertisements in 
Manchester newspapers. Could TV help sell this 
expensive considered—purchase product economically? 


KenKast booked three Granada 15-second run-of-the-day 
spots. These appeared on June 6th, 7th and 8th, 
using caption cards and voice-over. 


GRANADA NORTHERN INDEX 
reports: 


Granada 
increases 


Press Enquiries 
by 33:70! 


Normally, the number of follow-ups from KenKast’s 
press advertising is fairly consistent; any increase 
in returns would be readily seen. 

The increase, when it came, surprised even the 
advertisers. A number of enquiries came in soon after 
the TV spots appeared—this without the support of 
any press advertising. 

When KenKast’s normal press advertisements appeared 
the following week, returns were up by a third! 

Further examples of the effectiveness of Granada 
advertising will be published regularly. 


GRANADA TV NETWORE 


Sales and Advertising Department, 149 Regent Street, 
London, W.1. Regent 8080 

Granada House, Water Street, Manchester 3. 

Deansgate 7211 
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- PHOTOGRAPHY IN ADVERTISING. 


An ad picture that called for 


iw is only fair to preface our 
comments this time by 
pointing out that for the second 
month running we have had 
more good pictures to choose 
from than usual—in fact the 
past two months have produced 
14 shots to make our final 
selection the more difficult. 
But in compensation, of course, 
we know only too well that the 
more difficult the choice, the 
more useful this feature is 
likely to be. 

Oddly enough, our choice this 
month posed its own problem 
when it came to producing these 
comments. One usually finds 
that the photographer has a brief 
given to him which his own 
talents then transform into a pic- 


Photograph of 
the Month—26 


ture with a punch. This time, 
we find that the actual picture 
for this British Nylon Spinners 
Ltd. advertisement was fully con- 
ceived by Reg. Jenkins, art 
director at Notley Advertising 
Ltd.—even to the specification of 
the Victorian dressing stand. 


The photographer, Oluf Nis- 
sen, had “fait accompli” to 
stage, so to speak, when it 
came to taking the picture .. . 
but like all good ideas it was 
not as easy as all that, because 
it became a question of props. 
He simply could not find the 
mirror! The second-hand 
shops, the antique dealers, the 
junk merchants . . . the lot in 
fact ... entirely failed to pro- 
duce the dominant feature. 
So our choice this month ends 

up by being hats off to Nissen for 
his ingenuity in getting out of 
trouble, 

He might have solved his prob- 
lem by a bit of careful double 
printing. He might have done it 
by making a _ suitable black 
paper cut-out and masking his 
neg. Tricky work that. Yet he 
could have done it. 

But then it would have been 
silhouette only and the air of 
actuality would have been lost. 

Perhaps the string of pearls 
draped over the dressing table 
will give the clue? 

The real answer js that Nissen 
turned his talents with a saw to 
good account by cutting out the 
full sized shape of the mirror 
stand from plywood and then 
painting it black to minimise any 
stray reflections that might have 


"saae “ars 


been caused by light bouncing 
off it. 

Proof positive, if you like, 
that a photographer frequently 
has to be a jack of all trades 
if he is going to pull off a 
really good picture. 

Now, with the cut out propped 
into position on the studio floor 
and the master touch of draping 
the pearls to give the air of 
reality, the scene was set. 

Nissen used his “light box” 
studio for the shot—white ceil- 
ing, white floor and three white 
walls—to give plenty of re- 
flected general light. And 1,000 
joules electronic flash from two 
heads gave the actual lighting 
and his negative was on five by 
four inches. 

It is nothing but justice to add 


that asking the photographer to 
include a portrait of a disdainful 


Victorian maiden aunt was 
simply too much. The frame was 
in the original photograph, but 
the little drawing was subse- 
quently made to size and stuck 
on afterwards. And over that 
no-one would be inclined to 
quibble. 

The photograph is one of a 
series projecting the various uses 
of nylon in industrial and domes- 
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tic applications and it should be 
recorded that all these pictures 
have been in the top class. This 
one we felt, goes just that bit 
further on aceount of the story 
behind it. 

The picture has been used in 
newspaper and magazine repro- 
ductions, but the selection panel 
could not help feeling that it 
would make a remarkably strik- 
ing counter card—or for that 
matter, even a poster. 


| the first issue of each month ADVERTISER’S WEEKLY pub- 

lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something? 
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With acknowledgments to 
Canadian Pacific Steamships Ltd., 
and to S. V. Mills, AI.B.P., A.R.P.S. 


Ocean Beauty 


“ee 


Se fi a er runes 


All the majesty and grace of an ocean queen are caught in this study of 
the new Canadian Pacific liner EMPRESS OF BRITAIN, taken on an 
Ilford HP3 plate by S. V. Mills, A.1.B.P., A.R.P.S., of W. Ralston Ltd., 
Glasgow. Famous for its versatile performance, HP3 combines speed 


with wide latitude, a long scale of gradation and remarkably fine grain, 
making it the ideal sensitised material for the busy commercial photo- 
grapher who must achieve high quality with all manner of subjects in 
the most varied conditions of lighting. 


HP3 Plates and Flat Films 


ILFORD LIMITED * ILFORD * LONDON 7rade Showroom: 106/107 High Holborn, London, W.C.1. Telephone HOLborn 3401 
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LEIPZIG FAIR 


Sample Fair including an offer of technical consumer goods 


Information and Fair Identity Cards from: 


Leipzig Fair Agency in Great Britain, 
127 Oxford Street, London, W.1. 


Belfast Chamber of Commerce, 
7 Donegall Square West, Belfast. 


Edinburgh Chamber of Commerce and Manufactures, 
25 Charlotte Square, Edinburgh, 2. 
Glasgow Chamber of Commerce, 
30 George Square, Glasgow, C.2. 


Newcastle and Gateshead Incorporated Chamber of 
Commerce, 
Newcastle-upon-Tyne, 1. 


Information can also be obtained from: 
Birmingham Chamber of Commerce, 
95 New Street, Birmingham, 2. 
Bristol Incorporated Chamber of Commerce and Shipping, 
The Guildhall, Small Street, Bristol, 1. 


Cardiff Incorporated Chamber of Commerce, 
6 The Exchange, Cardiff. 


Manchester Chamber of Commerce, 
Trade Enquiries Department, Ship Canal House, 
King Street, Manchester, 2. 


Travel details from leading Travel Agents including all 
branches of Cooks and Sir Henry Lunns 


LEIPZIGER MESSEAMT - LEIPZIG C1 - HAINSTRASSE 18 
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Britain holds her own 


against America 


| AM not going to make any 
apologies for dealing with 
the Kodak exhibition “The Best 
of Both Worlds” at Kingsway, 
London, even if it has finished 
and you have missed the op- 
portunity of seeing it. For this, 
i my Opinion, was an exhibi- 
tion that was really outstanding 
and worth comment. In any 
case the show will be touring 
the country subsequently and 
you may get the chance again. 

When the United States ambas- 
sador Winthrop Aldrich opened 
the show he said “writers of his- 
tory of the future will have the 
advantage of present day photo- 
graphic recording techniques to 
enable them to make a true ap- 
preciation of the conditions of 
the time.” The show’ was cer- 
tainly comprehensive in its sub- 
ject matter and Mr. Aldrich 
brought home one truth about it. 
But we must look upon this 
show with different eyes. 

The American prints were 
made in the U.S. and we were. 
therefore, able to make direct 
comparisons not only in terms of 
conception but in technique as 
well .. . and we do not fall by 
the wayside in the comparison 
either. 

This country stood up well 
to America and completely 
held her own even with colour 
where we have to admit we are 
not so favoured as we might 
be with the general availability 
of materials, 


This picture for a 
fashion journal by 


be seen at “The 
Best of Both 
Worlds” Kodak 
exhibition recently 
held in London. 
In Ben Freeman's 
opinion it could 
find reflection in 
the work of lead- 
ing American 
photographers. 


By BEN FREEMAN 


An American industrial picture 

a scene of the vast Ford plant 
at Detroit—which was on 
show at the Kodak exhibition. 


In the portraiture particularly 
I would say Britain was well 
ahead. Our approach seems to 
be more realistic; more an effort 
to portray character than just an 
impression. American portraits 
reminded me of British style in 
the 1930’s—soft focus, diffusion, 
heavy retouching, even fancy 
toning. We have since developed 
a truer appreciation of portrai- 
ture. 


Where commercial, industrial, 
press and the other facets of 


@ Continued on page 50 
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' At this desk sits the head of a huge concern. He is 

‘the man who has the ultimate say in every big decision. 
The man you must convince if you want his firm 
to buy your plant. But the man at the top is hard to see, 
so how does he get to know what you have to offer him? 


If he is in the engineering world, he keeps in touch with things 

by reading Machinery Market. In particular he reads the 
advertisements. Machinery Market is the commercial engineering 
journal. The man who has to buy machinery turns to it asa 

matter of course. If you have machinery to sell (new or second hand) 
the right man will know about it if you advertise in Machinery Market. 


MACHINERY MARKET 


THE commercial engineering journal 


Every form of manufacture is covered by 

Machinery Market—all who use or need 

= machinery and engineering material. A 

- eve ry rl ay supplement is published each week con- 

taining an immense selection of plant for 

sale, wanted and for auction. An annual 

subscription of. 55/- includes the Machinery 
Market Trades Index. 


THE MACHINERY MARKET LTD., 146a, QUEEN VICTORIA STREET, E.C.4. Tel. City 1642 
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ITS YOURS TO 
COM AND THE AUDIENCE 


* Pinpoint time classifications help advertisers to plan 
commercials for specific audiences — so doubling the impact. 


* ATV rates suit all advertisers—15-second spots can be 


“Sunday Night at the London Palladium’’—recognized as the bought from £15 — £425. Whole minutes from £50 — £950. 


top programme on ITV. 
* Whatever the length of your commercials, ATV will 
give you 20°, series discount'for a campaign evenly spread 
through 52 weeks. 


* For £390 you can book an experimental six-months’ 
campaign on Midlands ATV of weekly 15-second spots. 


*» © @ @ @ 6 6¢ 6 6 8 6 6 6 6 8 6 8 6 sed 
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ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE, KINGSWAY, LONDON, W.C.2. PHONE: CHANCERY 4488 
PROGRAMME CONTRACTORS FOR THE WEEKENDS IN LONDON. AND MONDAY TO FRIDAY IN THE MIDLANDS 
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Robin Hood—ATV’s top children’s 

gramme—gets audiences as big, and with 

as many adults, as many peak evening 
programmes. 


Jack Jackson achieved Top Ten ratings for 
ATV in Record Time. 


ADVERTISER'S WEEKLY 


“Hit the Limit” is the most popular ITV 
programme in the Midlands. 


OF NEARLY TWO MILLIONS WATCHING 
“Sunday Night at the London Palladium” 


ATV’s new rates* enable advertisers 
to book spots in the same time 


i 
| Mn al 


Programmes with the enormous popular- 
ity of “Sunday Night at the London 
Palladium” are building huge audiences 
for ATV—and these audiences are grow- 
ing week by week. 

When ATV’s new rate card comes into op- 
eration next September, advertisers will be 
able to benefit directly from the goodwill and 
appeal of specific programmes. They will be 
able to book into narrow time segments and 
get any programme they choose. 

Consequently, advertisers can increase the 
impactof their commercials by planning them 
to suit the particular audiences likely to be 
viewing in those time segments— 

£15 - £425 per 15-second spot 
Not all advertisers will want the huge 
audiences watching “Sunday Night at the 
London Palladium.” For many, it is more 
economical to reach only selected markets— 
children, older people, mothers of young 
children. ATV’s new rate structure provides 
for all such needs. 15-second spots can be 
bought from £15-£425. The new narrow time 
segments make it easy to select the ideal 
audience. 

Advertisers in the Midlands with a com- 
paratively small appropriation can command 
the same audience as, for example, ‘Gun Law’ 
—not once, but continuously. For this, being 
a late-night programme, is in an economical 
time segment, although it attracts a consist- 
ently large adult audience. 

It Costs a Farthing a Family 
ATV’s new air-time rates* have been worked 
out solely in terms of their value to the adver- 
tiser. For the remarkably small sum of a 
farthing a family advertisers will reach peak 
audiences for 30-seconds in A, B, or C 


y 


time. The cost of reaching audiences for 30- 
seconds in D, E, F and G times is calculated 
on the same basis minus about one third. Put 
it another way: to advertise on ATV during 
peak viewing times costs you the fraction of a 
farthing per head—and during off-peak times 
it costs you even less: a fraction of a farthing 
per family, 

This sum, as regular advertisers will realize, 
compares favourably with any other advertis- 
ing medium. That means you get the extra im- 
pact which TV advertising undeniably affords, 
at no extra cost. 

And ATV advertising has proved its power 
to sell. ATV is continually receiving enthusi- 
astic reports from successful advertisers. The 
first calculable result is a leap in “brand 
awareness”—the prelude to a permanent 
increase in sales. 

*Based on the most reliable s available of the 


estimate. 
total ITV audience next autumn and e 
ATV's TAM-rating supremacy. + incned 


BRAND AWARENESS 
PRODUCT ‘A’ FRUIT SQUASH 
36% 
ITV HOMES 4 NON-ITV HOMES 


13% 
tn 


3% 
a 


4% 
[ lis 
London This latest brand awareness survey carried 
out by Gallup Poll Ltd. showed that, before tele- 
vision, product ‘A’ was eighth down the list named 
by consumers in London ITV homes in response 
to the question “ What is the first name you think 
of in fruit squashes?” By May 1956 preduct *A’, 


segment as this, or any other 
programme they choose 


* effective from 16th September 1936. 


having advertised continuously on television, be- 
came the brand leader, being named first by no 
less than 36°, of the people interviewed; thus dis- 
placing one of the brand leaders who had not ad- 
vertised on television at all in London. 

It will be seen that brand awareness in ITV 
homes was nearly three times as great as in homes 
not exposed to television advertising. 


BOOK COMMERCIALS IN THE 
SAME TIME SEGMENTS AS THESE 
GREAT ATV FAVOURITES 


Many of these popular programme: 
peared regularly in the TAM Top Ten weekly 
ratings ever since the beginning of Independent 


Television. 


Sunday Night at the 
London Palladium - 
ILove Lucy « « 
Jack Jackson Show 
Robin Hood «+ e 
Roy Rogers « « 
MIDLANDS 


Hit the Limit - 
Cross Current - 


next Autumn. In terms of numbers of actual 
viewers these figures mean that commercials in 
most of these programmes will be seen by well 
over 1% million people in London and by over I 
million in the Midlands. 
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» « « » 660,000 
A . * . 660,000 
oe 6 -@: £ 560,000 
« « « «+ 550,000 
« « « « 500,000 
*« «© « « « « 330,000 
° «© « « « « 324,008 
Superman . e @£ @ @ é€. é . 291,600 
Gunlaw-*ee«4ee«e#e#ese @# «@ 285,000 
Robin Hood . . 7: . . . . 285,000 
The average audience figures are based on known 
ratings for these programmes, related to the 
audiences that it is anticipated will be achieved by 
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COLYER & SOUTHEY LTD 


17-18 TOO 


KS COURT. CURSITOR ST E.C.4 


PHONE: HOLBORN 6245-6 
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QUALITY 
SILK SCREEN PRINTERS 
IN ADVERTISING 


66 WALDECK ROAD, 


SYNONYMOUS WITH 


LONDON, W.4 
Chiswick 3359, 1789 & 6718 


u REAL SERVICE | 


Regina Studies 


Sechoul F Hela 


PUBLICITY CONSULTANT - PO. BOX 2774, DURBAN 


PHOTOGRAPHY IN ADVERTISING 


JuLy 6, 1956 


Soviet photographers put 


their work on show 


photography are concerned you 
can make comparisons until the 


| shades of night steal in at the 
windows. We 


show _ similar 
faults—and similar virtues. 

It is really invidious to pick 
out pictures from a show like 
this, but I have done it simply to 
make a point; one American in- 
dustrial picture from the Ford 
Motor Company, Detroit (which 


| might easily have been taken over 
| here by Harold White, Derrick 


Knight and his boys at Shell, 
or Nurnberg, or half a dozen 
others) and the other a fashion 


| shot by our own John French 


| (which finds 


| individualistic basis. 


reflection in the 
work of an equal number of lead- 
ing Americans). 

The show was presented in col- 
laboration with the Institute of 
British Photographers and Kodak 
particularly deserve every con- 
gratulation for this effort. 


Pictures from 
the USSR 


EXHIBITIONS DOMINATED _ the 
photographic scene during this 
past month, for no sooner had 
the Kodak show begun than on 
came a collection of 80 pictures 
by Soviet Union photographers 
at the Royal Photographic 
Society. 

For very many years only an 
odd Soviet print or two has 
turned up in an occasional exhi- 
bition. Certainly, we have had no 
opportunity of making compari- 
sons as to relative styles in any- 
thing like a comprehensive 
fashion. 

There is no unifying body in 
the Soviet Union like the RPS 
over here and photography is in 
consequence conducted on an 
Most of the 


work, it seems, is done by 
| amateurs, pressmen, or specia- 
lists in scientific applications. 


And the show must be reviewed 
on an overall basis because un- 
fortunately no one at the Royal 
could tell me which might be 
classed as amateur or profes- 


| sional. 


By and large, the impression I 


| got was that these prints were 


| 


| 


| 


| 


| amateur club show 


| more on a par with a good 


than any- 
thing else. They would certainly 
not have stood up to profes- 
sional comparisons. Things that 
struck me were: 


@ The Soviet photographers 
are seemingly unconscious of 
the value of the verticals (as 
Ken Gaseltine of Ilford’s speci- 
men department put it “they 
want putting on the trimmer 
and truing up a bit”). 


@ The portraits wore an air 


!Photo of month} 


nylon ie changing price-tags and pients 


nothing tike ( Nylon ) 


- 
[= 2 
s 


This month's selected photograph 
(see page 44) within the context 
of an advertisement. 


of stiffness as though the sitter 
and the photographer were 
only too well aware of what 
was going on all the time and 
both suffered in consequence. 


@ Even where figures were 
introduced into external scenes 
or industrial settings they bore 
an artificial note rather than 
one of natural action; it was as 
though model and _ photo- 
grapher were both concentrat- 
ing too hard on trying to do 
the right thing. 


To complete the exhibition 
atmosphere which prevailed, 
Ilford put on two shows at the 
Holborn Gallery starting on June 
6 and both remaining open for 
six weeks. The “faces and 
places” theme, which has been 
running through the Ilford adver- 
tisements recently, was main- 
tained by the title of one which 
was a series of pictures taken by 
staff photographers at Whipsnade 
under the general heading of 
“Faces and Places at Whipsnade.” 
It presented a delightful series 
of studies and a real object lesson 
in this type of werk. 


The other show maintained the 
theme by inference in “Cruising 
With a Camera’—a collection of 
pictures by A. W. Fortens taken 
on P. & O. cruises to Norway, 
the Canary Islands and through 
the Mediterranean to Greece. 
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Woman tn her 


Uncertain, coy, and hard to please, to continue the 
misquotation. But these hours (when she is, in fact, 
quite easy to please if you know how) are the ad- 
vertiser’s opportunity. The Reader’s Digest offers 
advertisers women—-well over two million of them 
—at ease, alert, receptive, and intelligent. 

Altogether, some five million people enjoy this 
magazine each month. Why do they provide such a 
productive market for your advertising message ? 
One reason is that they are comfortably above the 
average in income—for instance, over a million of 
our readers own their own houses, and nearly a 
million have motor-cars. 

But more important still is our readers’ character. 
The Reader’s Digest deliberately sets out to please 
people with inquiring minds, interested in many 
things, receptive to new ideas. Its phenomenal 


NO WONDER 


ADVERTISER'S WEEKLY 


howrs of ease... 


success—over a million sale in Britain, a world sale 
of over eighteen million—is the measure of the 
opportunity it offers to the advertiser who has 
something to say. Its readers really read it—pick up 
each issue many times as they browse through its 
articles. There is ample evidence that they read the 
advertisements, too. And they are exactly the kind 
of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and 
their pleasure in reading it that The Reader’s Digest 
is one of the great advertising media of Britain. 


OVERSEAS. International editions, 27 of them, cover key 
export markets. The British exporter can book space in London 
and, usually, pay in sterling. 


IT’S CALLED 


MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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‘Advertiser’s EBUREEGIS 


Annual’ NEW CROSS 3168 
STICKERS 


ADDITIONS AND 
AMENDMENTS P.V.C. 


DESPITE substantially iiaaeere . A SHOWCARDS - POSTERS 

i * pri CUT-OUTS - DISPLAYS _ 
sed t der, 

socks of ‘the 1956 Advertiser's —— HYPNOCOLOR 


Annual are already nearly | | THOMAS RYAN (\SSarvens) LTD. 


: Komted, SS SILK 

exhausted. All copies for which 
orders have been received 133a Peckham Hill St. S.E.15 71 SCREEN PRINTING 
have been despatched : if you NEW CROSS 3168 SCREEN PRINTING Large or smoll quontities 
have not had yours, or wish on any meterial 
to order one of the few remain- IN FLUORESCENT 
ing copies, immediate applica- When — 
tion is essential. - QUALI job AND 

To enable you to keep the 

e volume up-to-date with the mini- SILK SCREEN INKS 


mum of effort, here is the first 


ovdact 
list of amendments, with relative 
page numbers. Later amend- KE \ TO N 
——— | 15-16 GOUGH SQUARE, | sHo¥SRyARaA teasionges: 
Report changes promptly | P U B L I ( IT Y LONDON, E.C.4 fatigea in the West agg 


ae a ay be | (Adjotning Dr, Jonnson*s Hetise) as Stationers & Poe. 
n order that enquiries can SCREEN PROCESS E : now oper a qua ity 
answered accurately at all times, | Telephone: CITY 2787 

please post details of changes in | PRINTING « DISPLAY ‘Silk. Screen department, 


your own business, as soon as 
available, to the editor, Adver- | 
tiser’s Annual. 

SECTION 1. List 1 
DAILY TELEGRAPH, A.Mgr., 


“specialising -in high-class 
‘showcatds and“ window 
“Wisplay matérial. Estim- 
ates “are Subp tag 


© MULTIPLE DISPLAYS 
© SHOWCARDS 
© CUT-OUTS, Etc 


Bassett-Powell. ip. $3i romptly. Phone Museum 
SECTION 1. List 3 53/55 WESTON ST. ‘S173 “or write to (Silk 
BROMLEY & KENTISH TIMES, 1s LONDON, S.E.! Screen Dept.), 6, Great 
High St., Brom {p. 70] Pp edt, Ww: A 
FULHAM GAZETTE, Te.No. Fulhen Phone: HOP 4178 & 5771 ‘Portland Street, VW.1.’ 


ccecenesese sum t HHH 


Ip. 71 
WEST LONDON OBSERVER, Pia2- 8 
Latimer Rd., W.10; Park 3434. 


ACCRINGTON onsxnves "a Ties, 36 NORTH ROAD, _ ADVANCE 


[p. 81} 
sre & WILLENHALL TIMES, 


BiL sro. fas, AAC LARA | OBLICITY ~ LTD 
COUNTY ADVERTISER & HERALD. | 


1.12/6; S.D.6 10/6; 13, 8/-. Ip. 91] 
DUDLEY HERALD, 1.12/6; S.D6, 
10/6 * is; ; (Comb, tates 1.25/-; S.D.6, 


[p. 93 
MIDLAND ADVERTISER, etc., $.D.6, 
7/6. Ip. 108} 
MIDLAND CHRONICLE & FREE 
PRESS, 1.12/6; S.D.6,10/6; 13, “e 


— NORTH 3327-8 — = SHOWCARDS — 
_ POSTERS DISPLAYS =— — 

POSTERS (all sizes 
SHOWCARDS & DISPLAY = SCREEN | PRINTING = = 


UNITS = = 
TIPTON HERALD, S._D.6,7/6. [Pj 1331 SILK SCREENE pe * * * a 
WHARFEDALE & AIREDALE ORSER- SINGLE re wl = 3-STAR SE RVICE a 


rate with WUkley Gazette and Shipley 
ae 8 Express, 1.15/-; sae | a 
COATBRIDGE LEADER. con’ rate 
with Midlothian & Johnstone Advertisers, 


— QUALITY- SPEED-LowCcost = 


149, WARDOUR STREET. LONDON. W/ 


B & D ADVERTISING 


a "Belt ae h pag cbc ae 
elephone: NDYKE 6860 
PAPERS, 1.£3/2/- Ip. 141) SILK SCREEN MATERIALS 


PORT GLASGOW EXPRESS, Walkin- 
shaw St., Johnstone; 858: A.Mer, A 


McDonald: L.Off. 115 High Holborn, 
W.C.1; L.Tel. Chancery 8752; L.Reps. FOR QUALITY 


Poe Bama sale Tan || SIK> SCREEN PRINTING SILK SCREEN MRSS 


SD6, 5/6; S/-. Ip. 142} AND PROMPT DELIVERY AND | SCREEN 
‘ SECTION 2. List 2 ee PRINTERS 
‘ COLONIAL DEVELOPMENT. LETTERPRESS 
| NAAFI REVIEW, Imperit! Court’ Ken. SUPPLIES 


nington, S.E.11; Reliance 1200; A.Megr., 
P. E. Heath; c.w.2}”; ar —s 
c.d. 4 wks rtp 3 t.pub. 
(Feb); scr. 85. H.£50 & Pr; eth A 
[new entry p. 246] 
SAILING TIME, 14 St. Martin's St., 
Chichester; 3784; c.w.3*; ©.1.84"; n.c.2: 
<. Da s mth; t.pub. "15th: scr. 120. 


| A powerful combination for | GEORGE HALL’S 
ies or short runs of colour of course! 
printing. Any Material 


| 

 OBELISK PRESS& SIGNS LTD GEORGE HALL (Sales) LTD. 
i 
! 


H.£14; Q.£8; E.£5; S.D.3, 
Peas/iS/ 6, £23/2/6; 12, '£22/10/-. 57 BAYHAM PLACE nw | Myron Place, London, $.E.13 il Wellington Road, South, 
[new entry p. 252] SHOWCARDS + POSTERS 


Stockport. Yel. STO 3375. 


@ Continued on page 53 WINDOW BILLS + CUT-OUTS em | | Lee Green 6133/4 
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PHOTOGRAPHERS 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000000 


azo <o 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


ESTD 1917 


ENLARGEMENTS 


i 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London, S.E.! 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 


R. FOX L™ 


AT YOUR 


COMMAND 


A STAFF TOTAL OF 


1,000 YEARS 
EXPERIENCE 


FOR ALL YOUR 


ENLARGING 


REQUIREMENTS 


rxone HAM 9861 5 vines 


INS and DELIVERIES 
LONDON AREA—TWICE DAILY 


See Ware about 


Publicity Pictures 


with a news angle 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Ace pascs) LTD. 


28a Basinghall St. London. E.C.2 
(Pee Tmepetoe 9086-7 


PHOTOGRAPHERS 


PHOTOGRAPHY FOR ADVERTISING 


OWDEROY 
“AND MOSS 


JOHN COWDEROY, A.R.P.S. 


ADVERTISER'S WEEKLY 


*‘ ADVERTISER’S 
ANNUAL?’ —continued 


SECTION 2. List 3 
SHOE & LEATHER NEWS, P.£27; 
4 E£5; SD 


Col.P.£52; 4 Col. P.£69. 


CHEMISTRY a one, 
Beigrave Sq., ° Pi 


| JOURNAL OF 


GEOFFREY MOSS, A.R.P.S. 
25 MANCHESTER SQUARE, W.1 


HUNter 9911 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone : FRO 1018, 1019 


Photographic Illustration Ltd 


85 Cromwell_Road, S.W.7 


| P.£40; 


|} Lae, W.C 


THE BRITISH 

NUCLEAR ENERGY CONFERENCE, 

1-7 Gt. George St., S.W.1; Whitehall 

4577; c.w.34" c.1.10"; n.c.2; ¢.d. 24th 

of 2nd mth preceding; t.pub. trh 

(an); P.£30; H.£18; Cor 

9 [new entry p. 301) 

te EAST TRADE, 3 Belsize Cres. 
N.W.3, Swiss Cottage 4481. 
BRITISH TAX REVIEW, 3 
2; Chancery $462; 

c.1.8"; n.c.2; t.pub. qtrly 
new entry p. 311] 


Lf 
| MASTER BUTCHER, THE (Jn! of the 


N. Ireland Master Butchers’ 

King St. Mews, Belfast; 

J. Woods; p.w.4}"; 

mth; t.pub. 15th of mth; ‘scr.85. P.£8; 

H.£4/10/- [new entry p 323} 

SUPERVISOR, A.Agts., Aldridge Press 

Ltd., 27 Chancery Lne, W.C.2; Holborn 

8655: c.w. 24”; c.1.74"; n.c.2; c.d. 9th of 

mth preceding; t.pub. Ist; scr. 85-120 

P.£12 & Pr. to Q; §D.6, 5%, 12, 10% 
[new entry p. 362] 


List 1 


SECTION 4. 
| BARKER, CHARLES, & SON: a, 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


LHAPRAGOL 


LTD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 


YOURFILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 
STUDIO VERNON & TELEVISION 
TITLES. 


Phofographic 
Prints) :2 


SIZE 
Write or Phone 


photowo sie. 


QUANTITY 
€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 
ET, LONDON, W.! 
72 BAKER STREE 


| NEWTON’S 
| 42-4 Triangle West, Clifton, 


1 Watling St., E.C.4. 4iij 


Cc. 
| eee. ALAN, LTD., 31 Clarge x bo 


1) 
HAiG- “27 LTD., Ideal He! 
Argyll St., W.1. 

PEMBERTON, 

fair 9010 [ 
WEBSTER RIDGWAY & PARTNE 
LTD., 29 Ludgate Hill, E.C.4; City 
3482; "BLM Ross, K. A. Webst 

Baker, H. Veevers 

BATES (ALFRED) 

Sefton. Hse., 


| pool, 2; Central 5746. 


CRANE-WOOD LTD., . 
Manchester, 2 Ip 
HANSON, CLIFFORD, 19 Thorne Rd 
Doncaster; 2491 ip. 434] 
ADVERTISING LTD., 
Bristol, 8 
Ip. 435] 
PETERS, JOHN, PUBLICITY LTD., 
106 High St., Beckenham; 1797; J. N 
Peters, P. DL. Pinnock, D. K. Goff, 
M. P. Rolfe. [new entry p. 436] 
WHITE, JACK & ASSOCIATES, Strat- 
. Moseley Rd.,  Birming- 
, Victoria 4147; H. J. V. White; 
(P.B.) H. G. 


G.B) ?. [new entry p. 438] 


SECTION 4. _ List 5 
French, 


3 Belsize rs NW. * Swiss Cotiage 
4481 [mew entry p. 45 


SECTION 4. List 6 

. Advtg. Ltd. (Colchester). 
Amanda; Anglian Autos Ltd.; A. & 
E. P. Baker Lid.; The Bamboo Espresso 
Coffee; Benham & Co., Ltd.; Brentex 
Cleaners Ltd.; Thos. D. Brook & Sons, 
Ltd.; Candor Motors Ltd.; Colchester 
Camera Centre; The Colchester & East 
Essex Co-operative & Industrial Societ 
Ltd.; The Colchester Permanent Benefit 
Building Society; Daniell & s 
Breweries Ltd.; Davies (Scales) Ltd; 
J. A. Down Ltd.; Eastern Autos (Col- 
chester) Ltd.; Essex Land Fertility Ser- 
vice Co., Ltd.; Espresso Coffee Machine 
Co.; Franks of Colchester; G.B.R 


Motors Ltd.; H. L. Griffin & Co., Ltd.; 
| D. The 


Ww Jefferey & Sons, Ltd.; 
Jocelyn Café Ltd.: The Havering Land- 
scape Co., Ltd.; cs. 
chester), Ltd; C. H. 

Ltd.; The Lindsey Heating Co., 
T. M. Locke Ltd.; A. J Lucking & 
Co., Ltd.; Maplestead Woodworkers 
Ltd.; Marks, the Tailor; Neal's Man's 
Shop Ltd.; A. Owen Ward; P. & C. 
Motors; Frank H. Page & Son, Ltd; 
Rayments, Furnishers; Rota Electric 
Lid.; Snapdragon Sales; Tiptree Manure 


Co., Ltd.; Webb & Walker. $48} 
[new en Pp 
White, Jack, & Associates ‘hire 
ham, 12).—Arco Industrial Electrical 
@ Continued on page 54 
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‘ADVERTISER’S 
ANNUAL "—continued 


Repairs: Henry Boys & Son, Ltd.; J. K 
Bradshaw Lid.; City Polishing & Plating 
Co. (Birmingham), Ltd.; Clifford Pro- 
ducts Ltd.; Cookson Portable Buildings: 
Coventry Vacuum Services; Cuttriss 
Lid.; S. S. Downing (Birmingham) Ltd.; 
Empyrium Welding & Mfg. Co., Ltd.; 
Ernest (Birmingham) Ltd.; Express 
Developing & Printing Co., Ltd.; Furni- 
ture Showrooms (B’ham) Ltd.; Furni- 
ture Showrooms (Leicester) Ltd.; Joseph 
Gillott & Sons; Hallmac Tools Ltd.; 
A. J. Harrison (Brokers) Ltd.; K. 
Hartrick; Rowland Hartrick Ltd.; Hock- 
Chemical Co., Ltd.; Home & 
Fashion Store; W. A. Lloyds Alloys 
Ltd.; Macrome Lid.; Newmans (Mid- 
lands) Ltd.; Newton Oils; The Richard- 
son-Nicholls Co., Ltd.; John Roadley & 
Sons, Ltd.; Rotoflo Ltd.; Rudman, 
Darlington & Co., Ltd.; Sabrina Jewel- 
lery Lid.; St. George's Laundry; Telaflo 

Ltd.; Vowles Aluminium Oo., Ltd.; 
Warwick Insurance Co., Ltd.; George 
Wilden Ltd.; Woodcraft (Birmingham) 
Ltd.; Fredk. Woodward (Coventry) Ltd. 
[new entry p 551] 


SECTION 5. List 1 


International Artists Ltd., 28 Crawford 
St., W.1; Ambassador 0023. [p. 575] 


SECTION 5. List 6 
BRITISH SALES PROMOTION ASSO- 
CIATION, a. Alan Martin; Chmno. 
Eric N. Burletc Ip. 676] 
eg sik SCREEN PRINTERS 

DISPLA ASSOCIATION, Iii 
Union St., Fe, C.1; Secs.: Messrs. 
Peacock & Henry Ltd.; City 5931. 


Ip. 677] 
SECTION 6 
= Insurance Trust Corporation Ltd., 
W. King (M); C. Vernon & Sons, 
tia (AA) 
Aspro Lid... delete. 
Aspro-Nicholas Ltd., Slough: 
Aspro; F. G. Razzell (M); 
Fergusson Ltd. (AA); Lifeguard Dis- 
infectant & Toilet Rolls; McCann- 
Erickson Advtg. Ltd. (AA); Dip Plastic 
Starch, Dispel Air Freshener: Masius & 
Fergusson Lid. (AA); A. FP. Sherley 
Veterinary Preparations: Clifford Blox- 
ham & Partners Ltd. (AA); G 
Walker (M) Ip. 731] 
Lifeguard Products Lid., delcte 
Ip. 759] 


@ Continued on page 55 


Display of ink 


Ip 
22381: 
Masius & 


This 
designed hy 
Hands 
Ltd. forms both a transport unit 


cardboard display carton 
Richard Lonsdale- 
Associates for Biro Swan 


and also, by the removal of the 
front panel, a complete’ counter 
display unit. The cartons are 
removed from the front section 
to the back to achieve a stepped 
form of display. The brand is 
powerfully put over in white on 
a black background surrounded 
by gold and the basic colour of 
the interior unit is in red. 


COMMERCIAL AND 
COLOUR PHOTOGRAPHERS 


EsTD 1917 


VERY RARE 
* photographic ’ 
RETOUCHING 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.I 


HELM STUDIOS Lid. 


Specialists in Aircraft, Marine 
and Technical Illustration and 
General Commercial Ar<ists 
92 BUCKINCHAM PALACE ROAD 
VICTORIA, S.W.1 


SLOANE 8707 


n 
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COMMERCIAL Ti a ADVERTISING SERVICES 
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THE 


TUDOR ART AGENCY LTD. 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 6841 


COMPLETE STUDIO SERVICE 


182 HEN A CHICKENS COURT 
’ FLEET STREET, £.6.4 
Telephone: Chancery 9266 


DISPLAY UNITS 


26 CHARING CROSS ROAD, LONDON. W.C.2 


CUT-OUT LETTERS 


Cut-out relief lettering in.” 0 
15 distinguished Types : 
ready gummed, 

. sizes 3/16” to 12” 


LONDON INDUSTRIAL ART uD. 


3 All — Road, London; WATT. © 
+ PARK 9431 ; 


. Me, 


TYPOGRAPHIC 
ADAPTATIONS 


set charges 


adapts 


TEMPLE BAR 3181 


4 


ILLUMINATED SIGHS 
PLASTIC DISPLAYS 
PERSPEX PLAQUES 
SCREENED CUT-OUTS 
POLARISED PANELS 


TEL: GERRARD 1612 
106 WARDOUR STREET Wi 


Remenber the rane! 


POINT OF SALE 
ADVERTISING 


LTD. 
Specialists in the production 
and placing of advertising 
material for all uses, including: 
Window Pelmets 


Bus Streamers & Targets 
New London Office : 
13 Duke Street, London, W.!. 
WELbeck 1258 
Portfolios of Samples are avail- 


able for the use of Advertising 
Agents and their Clients. 
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Tal 
I 
i 


CLL 


“xn BITIONS 
DISPLAYS 


GORDON A. | a. ee 


GREAT CASTLE STREET , 4 
i oxrosD cmcus wi x] 


te Telephone MUSeum 7168 be] 


PRINTING TRADE 


FIRST-CLASS 
PRINTING, AT THE 


Supplies... 


~va F 
ES 


EXHIBITION STANDS 


KEENEST PRICES 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 


ADVERTISING NOVELTIES 


badgered 
about badges 


Children 
badgering 


parents are bad- 
gerins shop- 
eepers . 


turers will be approachi 
more about the up-to- 
Sema Promotion. T 

the badge am, 


cs rest (4) prep [oven 


AND SON LTD. 
SS HATTON GARDEN, LONDON, E.C.1. 
Telephone: HOL. 0139 


minute yr m4 
get in touch with 


GIFTS OF DISTINCTION 
FOR ALL OCCASIONS— 
FOR EVERY PURPOSE. 
CONTACT US NOW! 


City Supplies Company, 
36, Copthall Ave., E.C.2. NAT 8251. 


of 
ADVERTISING & DISPLAY 
MODELS 


° 
SINGLE OR QUANTITY 


141 143 Plashet Road, Upton Par 


London, E13 


COUNTRY RATES 


Luffis Printers 


SMALL JOURNALS 
AND COMMERCIAL 


High St., SLOUGH = 20037 


BLOCKS & DIES 


Bracs blocks or Foil blocking on 
card or . Bronze cutters 
for cut-outs. Cutter crush dies for 
s! ow -ards, etc. Steel dies for metal. 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, €E.C.! 


leading the way 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


ms CLYDE SF. 
CITY 6960-9 


CROYDON, SURREY 
Phone : Croydon 1343 


Signs Showcords 
Exhibition Stands 


CB display service Itd 
Directors: H, BARNETT V, STAMFORD 


423-7 ST. me ST. LONDON E.C.1 
RMINUS 7080 


Displays Posters 
Sitk Screen Printing 


VACUUM FORMING 


BRINGS YOU 


3-D. DISPLAYS IN PLASTIC 


* SERVICE 
TRAYS 

*3-D. 
ANIMATION 


Photograph by permission of Peter Lord Ltd. 


VACUUMPLAST LTD. 


In association with BERTA STUDIOS Ltd. 


12 MANETTE ST., LONDON W.1, 


Telephone: GERRARD 8757 


YOUNG & FOGG RUBBER CO.LTD. 
Wimbledon, S.W.19. LIB 628! (6 lines) 


LET’s GET THIS STRAIGHT! 


GIATS: 


ANGLO FANCY PRODUCTS LTD 


Consult us for 
your Xmas 

~ Exhibition - 
Staff GIFTS. 


Road, N.W4 - 
Telephone: MAI! 0867 (3 lines) 


FOR BUILDING 


Best for quality * 
* Best for price 
Best for colour * 


8 Chingford Mt. Rd., E.4. LAR 2241 


LEWIS KNIGHT & Can 
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‘ADVERTISER’S 

ANNUAL ’—continued 
Nicholas Products Lad... 
delete (p. 765] 

ECTION 7. List 3 

DOMINION, THE, delete rates on 
application, imsert 1.17/- ip. 839] 
NEW a w b MA 3 . s 
WEEKLY, c.w.ilems; n.c ip. 841] 
NEW ZBAL! AND FREE LANCE. 


NEW ZEALAND FARMER, ‘Bie 
Ip. 845] 
SECTION 7. List 4 
INDIAN ENGINEERING, — Nei 
Pp 
REPUBLIC OF IRELAND 
SUNDAY PRESS, N.S.378,866 (Jul-Dec 


*55) ip. 939] 
MUNSTER EXPRESS, N.S.16, 043 ABC 
(Jul-Dec *55) Ip. 941] 
CHAMBER OF COMMERCE UR- 
NAL, P.£22; H.£12; Q.£6/10/-: Col 
P.334% extra Ip. 942] 
TRISH ARCHITECT & CO AC- 
TOR, 6-8 Eccles Pl., Dublin; 44358: 


E.C.4; L.Tel. Fleet 


St. 2110; L.Rep. H. Vv. Gould: p.w.7"; 


P. 1.94"; c.d. 20th of mth. preceding: 
t.pub mthly : ser. 120, £16; H.£9; 
Q£5/10/- S.D6.P : H.£8; QS: 


12,P.£14; H.£7/10/-; Q.£4, 

new entry p. 942] 
AN MUINTEOIR NAISIUNTA, 6-8 
Eccles Pl.. Dublin; 44358: L.Of. 143 
Fleet St.. E.C.4: LTel. apa St 2488: 


[new entry p. 944) 
SECTION 8 
CARLTON BERRY CO., delete of 
METROPOLE. [p. 957] 
IRAM LTD., delete FIGARO uitre®: 


AIRE. P 
ll YORKER, Circ. 396, _? “° 
PETROLEUM eoUIPMENT, 3 


Church St.. New York 

don Wall, E.C.2; L.Tel enn 3380, 

7 ~=_ Sibley. Field Publishing Co., 
: P.$325: H.$210; Q.$125; S.D.4. 

_P'Si0 H.$150; Q.$95, Ip. 1090) 


EXHIBITIONS & DISPLAYS fm 
J. WATSON \ov00 i765 


DISPLAY | Sassein pam an 
UNITS IM | LONDON -W-i2 
PLASTIC PHONE 
& METAL — 
MISCELLANEOUS 
choose 
artists’ 
VINCI 
brushes 


Ask your dealer for VINCI! brushes or 
wrtcestie v2 

. Brush Co. Led., 
5! Se. Popa kM London, W.2 


DESPATCHING 
SHOW CARDS? 


E. CHRISTIAN & CO. LTD. 


63 St. Paul’s Road, N.! 
CAN 246! 
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THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR 
AGENCY: J. Walter Thompson Company Ltd. 


ART DIRECTION: Ted Jones 


ADVERTISER: Kellogg Company of Great Britain Ltd. 
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“It's what thev eat when thev eet home 


that makes them really better 


GAYS MOSBFITAL OlETICIAN 
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Testing colour 
aptitude 


The Inter-Society Colour 
Council of America have intro- 
duced a method of measuring 
colour aptitude. The Printing, 
Packaging and Allied Trades 
Research Association are now in- 
stalling the ISCC equipment at 
the laboratories at Leatherhead, 
and Boxfoldia Ltd. carton 
manufacturers, Birmingham, 
yesterday (Thursday) presented a 
tester to the Birmingham 
College of Art and Crafts. These 
testers will be available for the 
use of both students and mem- 
bers of the printing industry in 
general. 

The tester is not for the pur- 
pose of detecting colour deficient 
vision, for which there are a 
number of well-known tests in 
use; it is to provide a rating on 
aptitude in colour matching. The 
equipment consists of a board of 
four rows of colour chips, blue, 
red, green and yellow, each row 
consisting of 12 slight but 
significant variations in shade of 
the one colour. 

The candidate is asked to 
match each of 48 loose chips in 
random order with a chip on the 
board; scoring takes into account 
not only exact matches, but also 
near matches. Scores have been 
assessed from a __é statistical 
analysis from matching made by 
200 subjects. 

The tester has been used in 
this country by particular 
organisations, but facilities 
offered by Patra and Boxfoldia 
Ltd. bring this scientific 
approach to assessing colour- 
matching’ ability into much 
wider use. 


Look-of-a-book 
. 7 id 
exhibition 

Every year the National Book 
League stages an exhibition which 
takes no account of subject matter 
or literary merit. The 130 books 
which will be displayed in British 
Book Design—at 7 Albemarle 
Street, from July 27 to August 25 

-have been selected purely for 
design and construction. 

This will be an opportunity to 
see the best in book design pro- 
duced in Britain during 1955. The 
books selected range in price 
from half a crown to four 
pounds and over, are bound in 
anything from paper to leather, 
and cover a wide variety of sub- 
jects. 

In selecting these books the 


organiser, Will Carter (typo- 
grapher) and the other two 
selectors, Stuart Rose (also a 


typographer), and Anthony God- 
win (bookseller), had to take into 
consideration such points as the 
overall design, suitability for pur- 
pose and general appearance in 
relation to price, in addition to 
the quality of illustration, typo- 
graphy, machining, paper and 
binding. 
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THE GRAPHIC ARTS 


—a weekly news survey 


’ 


a 


Ewiy | 
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The Gordon & Gotch machinery department arranged a special demon- 
stration of the Elgrama machine for the ‘Advertising Agency Production 


Association. 


Nearly 100 people attended. 


This photo shows Alan C. 


Matthews answering questions after his lecture. 


Research teams hardest task: 
getting their results across 


Dr. G. L. Riddell, director of 
research of the Printing, Pack- 
aging and Allied Trades Research 
Association, speaking at the 26th 
annual general meeting of the 
association at the Connaught 
Rooms last week, said that their 
research effort during the past 
year had been directed to the 
gaining of new knowledge of 
printing processes and raw 
materials and on the basic facts 
of packaging. 

Help had been given to mem- 
bers on their day-to-day prob- 
lems, and the running of the 
technical library and information 
services had _ continued. In 
addition they had continued to 
make substantial efforts to get 
their results across—perhaps the 
hardest task facing any research 
department, and certainly the 
hardest facing most research 
departments. 


The research programme of 
the association consisted of some 
22 printing items and nine pack- 
aging, said Dr. Riddell. This 
was fewer than in the previous 
year. 


On the printing side, therefore, 
they had not added any new 
items this year, although next 
year they hoped to be able to 
take an important step forward 
by the setting up of an opera- 
tional research team. 

On the packaging side they 
had added one new item—an in- 
vestigation into the behaviour of 
packaging materials and pack- 
ages on automatic packing lines. 
With automatic methods of 
packaging being increasingly 
used, there was an urgent need 
for more knowledge on the re- 
lationship between the perform- 
ance of the packaging machine 
and the properties of the pack- 
ages and packaging materials it 
was handling. 


‘Speed blocks’ drive 
interests Continent 


The “Speed the Blocks” drive 
launched recently by tue Insti- 
tute of Practitioners in Advertis- 
ing and the Federation of Master 
Proeess Engravers has aroused 
interest on the Continent. 

Norman Harrison, secretary of 
the Federation, took copies of the 
material prepared for the drive— 
the explanatory leaflet, “Your 
Difficulty is Our Problem,” the 
standard order form and the wall 
posters for art studios and pro- 
duction departments—with him 
to the International Congress of 
Photo-Engravers, Stereotypers 
and Electrotypers, held at Stresa. 
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‘Cut corrections 
—and cut 
the costs’ 


To encourage lower costs and 
higher productivity the British 
Federation of Master Printers, in 
collaboration with the Publishers’ 
Association, has produced a 
leaflet designed to help the 
author, the publisher and the 
printer. It is called Author's 
Alterations Cost Money and 
Cause Delay... . 

The leaflet is printed in black 
and red, and has a bled-off half- 
tone cover which emphasises the 
title by showing a_ corrected 
galley proof fading off into a fin- 
ished book which has treasury 
notes for its pages. 

Examples of the cost involved 
in making proof corrections are 
quoted. Replacing a full point 
with a comma, altering a capital 
letter to lower case, and adding a 
comma in three lines of printer’s 


proof would cost sometimes 
2s. 6d. The extra work involved 
in making similar avoidable 


alterations on every page of a 
256-page book would = entail 
alteration charges of more than 
£30. 

The leaflet includes illustra- 
tions of hand correction, respac- 
ing a line of type, and keyboard 
alterations, and describes how 
the addition of a paragraph to 
the proof can affect the number 
of pages and the unlocking and 
alteration of two formes of type. 

The author is urged to keep 
down costs by typing his script; 
checking his typescript; and 
learning the art of proof-reading. 
At the end of the leaflet is an ex- 
tract from the BSI Table of Sym- 
bols for Printers’ and Authors’ 
Proof Corrections. 

Copies of the leaflet are avail- 
able from the Secretary, British 
Federation of Master Printers, at 
6d. for one copy; 5d. each for up 
to 20 copies; and 4d. each for 
larger quantities. 


Dutch machine for colour register 


A Netherlands firm, Neder- 
landsche  Snelpersenfabriek 
Mercedes, of Amsterdam, has 
constructed a machine with 
which, it is claimed, it is pos- 
sible to mount multi-coloured 
blocks on a foot with extreme 
accuracy. The registering of the 
blocks takes very little time and 
takes place outside the press, thus 
saving machine-hours. } 

An impression of each block is 
made on transparent material, 
e.g., Cellophane; the various 
prints are laid on the ground- 
glass frame of the apparatus, 
which is lighted from below, in 
such a way that they together 
form the whole picture, and are 
fastened with transparent adhe- 
sive tape. They are then locked 
together with a frame which is 
provided with punch-holes. 

Two holes are punched in the 
prints with a punching nipple. 
These holes make it possible to 
fit the blocks always in the 


correct position in the mounting 
machine. Two fixing rulers pre- 
vent any shifting of the blocks. 
The mount, which is built up 
in advance, is inserted into a col- 
lapsible frame of the machine 
and the block can then be 
registered on the mount with 
perfect accuracy. This method 
is repeated for all the blocks. 


Design honour 


The council of the Royal 
Society of Arts have appointed 
Reynolds Stone to the Distinction 
of Royal Designer for: Industry, 
in recognition of his work for 
lettering. He has designed many 
successful trade labels, trade- 
marks and badges, letter-headings 
and other forms of printed 
matter. He designed the Minerva 
typeface for Linotype & 
Machinery Ltd. He _ teaches 
ne at the Royal College of 
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FATHER OF A 
BIG FAMILY 


AT a staff function held the other 
day to celebrate his 80th birthday, 
George Lindsey, chairman and founder 
of Acme Showcard & Sign Co., Ltd., 

said “I consider myself the ‘father 
of this big family.” 

Commenting on the success which 
the company has had since he 
founded it 59 year ago, he claimed 
that in over 
half a century 
his firm had 
never had a 
strike. 

To mark the 
occasion of his 
birthday, Mr. 
Lindsey was 
presented 
with a paint- 
ing in oils of 
himself. The 
presentation 
was made by 
Chas. Sceats, 
who has been 
with the com- 
pany 55 years. 
Many other 


George Lindsey. 


tributes from personal friends and 
business associates of many years’ 
standing have also reached the desk 


which Mr. Lindsey still occupies 
at the company’s head office and 
works at Enfield. 


Tar dynamic young exhibition 
stand and display producer, John 
Delaney, who has now branched 
out into the overseas exhibition field 
in a big way, tells me that he has 
already thought of a way to sidestep 
what will undoubtedly be a big 
problem of getting accommodation 
in Brussels during the exhibition in 
1958. 

He has chartered a yacht, which 
will act both as a headquarters for 
him and his executives and as a 
pleasant and unusual place in which 
he can entertain friends and clients 


Fast bowler 


Berore James Spicer, managing 
director of Spicers, Ltd., was born, 
Reginald Tattersall was with the 
firm. Now, after serving it for 
54 years, he has retired, an event 
marked with a party at the Wash- 
ington Hotel last week. 

A very young looking 69-year-old, 
he has been the traveller responsible 
for the Central -London and West 
End Area for 36 years. 

Mr. Tattersall began as a junior 
clerk at 7s. 6d. per week, received 
in small cylindrical tins because 
there was no paper money in those 
days. There were then seven mem- 
bers of the Spicer family on the 
board of James Spicer & Sons. The 
head of the firm was James Spicer, 
grandfather of the present man- 
aging director. 

“I think our firm must have been 


@ DISPLAY UNITS 
@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


WE 
ARE THE 
ACTUAL 


MANUFACTURERS 


Designed by Lucien Advertising 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be, 


MOREY 


BARNET, HERTS. 


(BARNET) 


Telephone: 


LIMITED 


Barnet 3222 


58 


Jury 6, 


1956 


A group of Stuart Advertising Agency's staff on the way to Shanklin for 
their annual outing. 


to go in for labour 
relations,” Mr. Tattersall told me, 
“for Mr. Spicer decided long be- 
fore the first world war that some 
of us would benefit from foreign 
travel, 1 was sent to Paris for a 
week to broaden my mind. I did.” 

In his retirement, Mr. Tattersall 
once the fastest bowler in the firm’s 
cricket team, intends to catch up on 
his sport. There will be regular 
seats at the Test Matches. 

His place with Spicer’s is being 
taken by A. H. (“Bert”) Whitby. 


one of the first 


Retired to London 


MANY men dream of leav ing London 
and retiring to some such place as 
Torquay. With H. Berkeley Hollyer, 
who was publicity officer of that town 


for many years, the reverse has 
happened. He has moved to London. 
And he hasn't retired. On _ the 


contrary, he is now acting as publicity 
officer for the Western Area of the 
fayflower 
Project. He 
planstolaunch 
in September 
a replica of 
the original 
Mayflower 
which, after 
visiting British 
ports, will sail 
to America. 
He is also 
representative 
and = publicity 
officer for the 
Imperial 
Hotel, Tor- 
quay, and will 
H. Berkeley Hollyer. in particular 
publicise its 
availability for conferences of up 
to 200. Recently Mr. Hollyer was 
elected a life vice-president of 
the Association of Resort Publicity 
Officers who presented him with a 
miniature silver deck chair. 


Incidentally he remains a Fellow 
of the Incorporated Advertising 
Managers’ Association, and he tells 
me that he will be very glad to 
welcome his many advertising friends 
at his flat at 72 Westbourne Terrace. 


* * * 


x e ‘ . 
Bor the third year in succession. 
Gordon Randall, art director of 


Reid Walker Advertising Ltd., is an 
exhibitor in the — Academy 
Summer Exhibition. . Randall's 


subject this year hang i in the Water 
Colour Room) is the “Marquis of 
Granby,” a picturesque little 
Georgian Inn, at Richmond. 


Printer’s ink in 
his blood 


"THE hobbies of Bernard B. 
Titchener, who has recently been 
appointed chairman of the Electro- 
typing and Stereotyping Employers’ 
Federation, are listed as: pre-war 
dinghy sailing, motoring, visiting 
printing firms abroad; post-war 
re-creating the former position of 
B. Dellagana & Co. in the craft. 

This last ambition, which he 
formed when, on demobilisation as 
a captain and an MBE, he found 
all the five premises of his old firm 
had been destroyed, he has bril- 
liantly fulfilled. He has served this 
old-established family firm, with 
which he began as an apprentice, 
as, successively, branch manager, 
director at Liverpool, general man- 
ager, and now a director. 

He has also worked notably in 
various capacities for the Electro- 
typing and Stereotyping Managers 
and Overseers Association, and 1s a 
Governor of the London School of 
Printing and Graphic Arts. Even 
during the war he could not keep 
away from _ print. As Printing 
Officer with the BEF he was 
evacuated at Dunkirk, and subse- 
quently, in Africa and the Middle 
East, he produced maps for opera- 
tional service. The chairmanship of 
the City & Guilds of London In- 
stitute Examination Board (Electro- 
typing and Stereotyping) is yet 
another position he has held 

Printer’s ink is in his blood, for 
his father, J. B. Titchener, aged over 
80, is still Dellagana’s managing 
director and secretary! 


CONTACT 


WEEK'S WISECRACK 


~ 


** Carruthers thought Mac 

the Knife was the Express 

sub-editor who cuts out all 
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Phe Greatest Test 
of all...! 


EVENING WORLD - BRISTOL 


selected to carry 


First Supplement 
(Sixteen Pages) for 
AUSTRALIAN TRADE 

PUBLICITY. ............ 
Hailed as a 

Great Test Campaign 
by Australian 

Trade Chiefs. 


BRISTOL 
EVENING WORLD 


THE EVENING NEWSPAPER FOR THE WEST-OF-ENGLAND 
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PUBLICATIONS IN THE NEWS 


A new monthly 
plastics paper 


Craftsman Publications are to 
publish from September onwards a 
new monthly technical journal, 
Reinforced Plastics. The paper will 
be devoted to the design and pro- 
duction of reinforced plastics 
mouldings, materials and equipment 
for moulders, and descriptions of 
applications of reinforced plastics in 
all industries. Initial print order is 
15,000 copies. Advertisement rates 
are full page: £40; half-page £20. 
The price of the journal is 2s. per 
copy. 

* * 

Ideas for picnics and. summer 
snacks provided a two-page adver- 
tising feature in last week's John 
Bull, which focused and featured 
the products of eight advertisers, 
under the heading “Eight ways to 
enjoy quick and easy summer 
meals.” 

* * 

The Eastern Daily Press included 
in its issue of June 26 a 32-page 
tabloid supplement on the Royal 
Norfolk Agricultural Show—claimed 
to be the largest supplement on this 
event ever published. 

* * * 


Middleton’s Gardening Guide for 
1957 is now being planned by 
Burke Publishing Co. Ltd. This 
will be the 14th edition. Advertise- 
ment representatives are Cowlishaw 
& Lawrence (Advertising) Ltd. 


Sporting Record Football Annual 
1956-57, ready mid-July, will again 
provide complete English and 
Scottish league fixtures, with home 
and away results for nine seasons. 
Contents include every _ statistic 
wanted by the student of the game, 
and selling price is Is. 6d. 

* * * 

Bus & Coach (Associated Iliffe 
Press) includes in its July issue an 
exclusive description of a new 
luxury motor coach built by 
Thomas Harrington Ltd. 

* * * 

A promotion campaign for the 
Sunday Pictorial in which girls on 
holiday are invited to see how they 
measure up to the silhouettes of 
Marilyn Monroe started at Rams- 
gate last Sunday. The contest will 
tour the popular holiday resorts and 
winners will get cash awards. 


Special issue 


The annual special issue of 
Chemist and Druggist published 
last week contained about 70 pages 
of editorial to 170 of advertising 
(one page being from the Daily 
Mail). he lead story was a report 
of the address given by G. R. Pope, 
chairman, British Code of Standards 
Committee, to members of the Pro- 
prietary Association of Great 
Britain. 

* * 


August number of Handicrafts 
contains a how-to-make-it seaside 
holiday section with plans for a 
simple wind-break, a portable sun- 
shade and canvas beach bag. 
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The July 14 issue of Woman—front 
cover above—includes a special full- 
colour feature presenting three 
pattern offers. 


. * - 


Every week from now until the 
end of the summer a girl who has 
appeared on the front page of 
Reveille will be visiting popular sea- 
side resorts, and readers of the paper 
are invited to spot her. The first to 
do so and challenge her correctly 
will receive £5. Jackie Curtis, first 
of the “Miss Reveilles,”’ was spotted 
in a matter of minutes at Ramsgate 
recently. 


Show guide 


The Radio Show numbers of 
Wireless World will be out on 
August 21 and Sepiember 25. The 
first issue will contain a complete 
guide to the exhibits, list of exhibi- 
tors and floor plans. The second 
will be a post-exhibition study of 
new developments, design trends and 
manufacturing methods. 

* * ¢ 


Light Craft for August will have 
a fully illustrated report on the 
1956 National Graduate Dinghy 
Championships 


* * * 


Next week's Iustrated, contain- 
ing the first article in a series “My 
Life with Douglas Bader,” by his 
wife, which coincides with the 
London showing of the new Bader 
film, is to be backed by strong 
national advertising. 


Jobs’ directory 


The 1956-57 edition of the Direc- 
tory of Opportunities for Graduates 
is to be published in January, 1957. 
It will consist of announcements by 
various industrial and commercial 
firms of the type of graduates they 
wish to recruit and the openings 
available to them. The directory 
will be distributed free to every last 
year student at every university in 
the country. Rates are: Reference 
Section—full entry (two-thirds of 
page) and free entry in classified 
index £55, Classified Index—one 
free entry for firms taking an entry 
in Reference Section; additional 
entries for these firms £2. Minimum 
rate per page for display advertise 
ments is £85. 

* * * 


Marilyn will be on sale every 
Monday (instead of Tuesday) start- 
a issue dated July 21, on sale 

y 16. 
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We Hear 


Rank Screen Services Ltd. are to 
discontinue their live television 
activities at the Gaumont State, 
Kilburn. 

* * * 

Handling the press relations for 
a number of stars appearing this 
summer at Blackpool is The George 
Bartram Press Relations Organisa- 
tion, who have opened an office 
there at 41 Church Street. 

* * * 

The International Photographic 
Exposition has chosen as its theme 
this year “Europe Seen by the 
Young.” Selected entries will be on 
show in Washington in March 1957. 


Cup winner 


Assistant advertising manager of 
the Yorkshire Post, Sam Minson, 
was awarded the F. E. Cook Cup 
premier award of Leeds Publicity 
Club—for his outstanding service to 
advertising and the club. He is 
secretary of the club. 

* * * 


A. L. M. Sowerby, editor of 
Amateur Photographer—one of the 
Associated Lliffe Press journals—has 
been elected presideat of the Royal 
Photographic Society. 

* * * 

Lintas Information Services Ltd. 
have been appointed to handle press 
and public relations for Clynol hair 
colourants. 

* * * 


Announcing their engagement this 
week were Ralph Roney, of the 
advertisement department of the 
Ocean Times series of Ships’ News- 
papers, and Elizabeth MacEwen, 
diary and feature writer on the 
London Evening News. 

* * * 


H. C. Drayton, chairman of Argus 
Press Holdings, reported at the 27th 
annual meeting that profits for the 
year ended December 1955 were 
£248,000, as against £269,000 for the 
previous year. An Ordinary divi- 
dend of 20 per cent. was recom- 
mended. 


Office transfer 


Barbour MacLaren Advertising 
Limited of Glasgow have trans- 
ferred to 206 Sauchichall Street, 
Glasgow, C.2. The move gives 
added space and increased staff to 
cover advertising, marketing, _re- 
search, design and photography. 

7 * * 

The Northampton Mercury Co., 
Ltd., publishers of the Chronicle & 
Echo, Mercury & Herald and 
Northampton Independent, have 
opened a new office at 2 Meeting 
Lane, Gold Street, Kettering. 

* * * 

L. B. Singleton Ltd., advertising 
agents, are moving. on July 9 to 
larger offices in the Medici Gal- 
leries building at 7a Grafton Street, 
New Bond Street, London, W.1. 

. * 7 

The export division of the Ever 
Ready Co. (Great Britain) Ltd. 
will be at the 3rd Damascus Inter- 
national Fair in September. 

* - * 

Changes of address: Ripley, Pres- 
ton & Co., Ltd., to Martins Bank 
Chambers, 49 Old Christchurch 
Road, Bournemouth, Hants; F. R. 
Radford & Co. Ltd. to 44-46 
Kingsway, London, W.C.2. 
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“maybe Judy didnt do so... 


—but advertisers in general 
appreciate lots of punch, and ‘* punch "* after all is usually just 
another name for a new angle. 

We would welcome the opportunity to provide you 
with just that—a new slant 
with plenty of ‘ punch" 


judiciously applied of course. 


PUBLICITY DESIGN & ee 


NUMBER ZB OLD BURLINGTON ST., LONDON. W.!. @ REGENT 2355 


CLIENTS’ 
To the Trade and Technical Press DISTRIBUTION TROUBLE? 


APCUT re-organising, aiming at an ever better service to : 28 . 
the Advertising and Public Relations professions, Ask any Advertising or Marke & 


is presently inc reasing its coverage of the Trade this question and a least seven Sues out of 
and Technical Press. To ensure that no journals ten the answer is in the affirmative. 

are omitted from the new Media list which is 
being prepared, it would be appreciated if pub- 


We know quite a bit about this problem 
of distribution—as_ specialists in the 
boosting of sales of new and established 
products, it is our business too—and if 
success can be measured in terms of an 


. ‘ ever-increasing volume of repeat busi- 
To Publishers of House Magazines ness with Agencies and Clients, we have 


every right to feel a little proud. 
APCUT is also planning to create a Central Library of yng P 


+ ‘ . , 
House Magazines. It will be greatly appreciated Our Pioneer Sales Teams are mobile and 


if it can be helped in this matter by being placed our services include delivery by our own 
on all House Magazine mailing lists, fleet, and storage facilities. 


Perhaps we could be of help to you. 


lishers would forward specimen copies of their 
publications. 


APCUT thanks you for your anticipated co-operation in Estimates and Preparatory Schemes sub- 
these matters. mitted without obligation. 


PIONEER SALES 
ASSOCIATED PRESS-CUTTING SERVICES LTD., & SERVICES LTD 


3, SNOW HILL, LONDON, E.C.; 
Telephone : CENtral 8322/3 16a SHERINGHAM ROAD, LONDON, N. 7. 


Telephone Number : NORth 5094 
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In Manchester 
the paper with 
star-quality 

is the 
EVENING 
CHRONICLE 


an 
Top of the bill eH 
for pulling-power .. . 
the Evening Chronicle’s 
900,000 readers are 


an attraction no advertiser 
can afford to miss! 


You can’t cover 
Manchester 
without the 
EVENING 
CHRONICLE 


900,000 readers 
every night 


Britain’s fastest-growing 
evening paper 


| across 


Summer holiday drive in nationals 
for Meggeson indigestion tablets 


A summer holiday campaign for 
Meggeson Bismuth Dyspepsia Tab- 
lets, which reminds holiday-makers 
all over_the country that a change 
of diet, change of air and change 


| of routine can cause indigestion and 


ruin a_ holiday, started in the 
Daily Sketch on Tuesday. 

The schedule includes 11 in. 
three-column spaces in 
Daily Express, Daily Herald, Daily 
Mail and News Chronicle; a 
10} in. across three-column adver- 
tisement in Daily Mirror; and other 
advertisements in these papers until 
the end of August. Full pages in 
the Chemist and Druggist will sup- 
port the scheme. Agents are R. S. 
Caplin Ltd. 


Big medical boost 


for American drug 


Miltown, estimated to be the 
fourth most widely prescribed drug 
in the United States, is being intro- 
duced into Great Britain by Lederle 
Laboratories Division, Cyanamid 
Products Ltd., through a powerful 
publicity campaign to the medical 
profession, being handled by their 
| agents L. B. Singleton Ltd. 

Double-page spreads, some in 
colour, are being used in Alchemist, 

British and Overseas Pharmacist, 

Public Pharmacist, British Medical 
| Journal, Chemist and Druggist, 

Lancet, Medical Digest, Modern 

Medicine, Pharmaceutical Journal. 
| Practitioner and Proceedings of 
| Royal Society of Medicine. 


Ads in trade press 
for Expandite 


The three sealing and waterproof- 
ing materials made by Expandite 
Ltd.—Seelastik, universal sealing 
compound, Asbestumen, bitumen 
asbestos sealing compound, and 

| Mulseal, bitumen /rubber latex 

| waterproofing emulsion—are now 

| available to builders in small tin 
sizes. They will be advertised in 
building trade papers, hardware and 
ironmongery journals and practical 
and home help magazines. 

Agents are Lovell & Rupert Curtis 

| Ltd. 


GALLAHER’S NEW 
FLAKE TOBACCO 


A small national campaign, in- 
cluding spaces in the London Even- 
ing News, is being used to introduce 
Leader, a new flake tobacco. Made 
by Gallaher’s, it is a blend of Vir- 
ginia and other tobaccos. Agents 
are Service Advertising Co., Ltd. 


Double-pages for 


carpet shampoo 


Double-page spreads in the trade 
press are being used to introduce 
Stephenson Bros. Ltd.’s_ new 
Miracle Carpet Shampoo. It is a 
non-inflammable product that can 
be used on “carpets, upholstery, 
fabrics, curtains, clothing, and even 
on glass, china, windows, chromium, 
etc.” A large-scale national cam- 
paign is expected later in the year. 

| Agents are Stowe & Bowden Ltd. 


| Berec Radio’s new 
| ‘Fiesta’ portable 


Following the recent release of 
the Jester portable radio, Berec 
Radio Lid., subsidiary of The Ever 
Ready Co. (Great Britain) Ltd., 
now announce their first battery/ 
mains portable radio—the Fiesta, 

This model is covered in grey 
and red rexine with a speaker grille 
of gold, black and white threaded 
tygan. 

Greenlys Ltd. handle the adver- 
tising which will be in the trade 
press. 


BRASSIERE ADS 


Big spaces in Daily Mail, Even- 
ing Standard, Sunday Graphic, 
Vogue, Everywoman, Modern 
Woman and Woman will be used 
during September and October for 
Partos (Brassieres) Lt Corsetry 
and Underwear is also being used. 
Agents are W. S. Crawford Ltd. 
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Agents appointed 


by grocers 


Crossley Advertising have been 
appointed agents for L. H. 
Fearis Ltd., the West Country 
provision merchants, who are 
opening a supermarket in Exeter 
on July 17. This is the first 
of a chain of supermarkets likely 
to be built in Devon, Somerset 
and Gloucestershire. 

For the introductory cam- 
paign in Exeter Il-inch triple- 
column and half-page spaces are 
being used in the local press in 
addition to direct mail and 
“saturation” circularising of 
7. by Circular Distributors 

td. 


Radio campaign 


in magazines 


The B.5S5 mains-battery portable 
radio, made by the Radio Gramo- 
phone Development Company, has 
been launched with large spaces in 
the national weeklies and trade 
press. Point-of-sale material, window 
bills, etc., are also being used. The 
campaign is being handled by 
Gordon & Gotch Advertising Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


J. MANGER & SON, LTD., sugar 
soap, Quykstrip paint remover, 
Plastaweld, for S. C. Peacock 


Ltd 

CONNOLLYS (BLACKLEY) 
LTD., cable manufacturers. for 
Donald Macdonald (Advertising) 
Lid 

RALLY DRY 
Froud & Partners Ltd. 


SHAVER, for 


MERCIER CHAMPAGNE, for 
Sells Ltd. 

SPENCER - HOPWOOD LTD., 
manufacturers of small boilers, 
for Doig Advertising Ltd. Cam- 
paign to commence July in pro- 
vincial dailies and technical press. 

L. H. FEARIS LTD., Provision 
Merchants, for Crossley Advertis- 
ing. Campaign in Exeter. 


Campaigns 
THOMPSON & CAPPER, using 
national dailies, Sundays, women’s 
magazines, and provincial dailies 
for Mothak Fly Spray and other 
products. (Alfred Bates & Son 


Ltd.) 

SUNBEAM NYLONS, using 
London evenings and women’s 
ee (Alfred Bates & Son 
Ad.) 

PHOTO FAIR, Olympia. 1957, using 
trade and technical journals. 
(Willing’s Press Service Ltd.) 

MCMURDO INSTRUMENT CO. 
LTD., using full pages in radio 
and electronic journals for con- 
nectors, and marine and fish 
industry papers for new Aqua 
L.10 lifeboat night light. (James 
Sutherland Publicity Ltd.) 

HALMATIC LTD., using yachting 
press. (James Sutherland Pub- 
licity Ltd.) 

COMBINED OPTICAL INDUS- 
TRIES LTD., using trade journals 
for Plasta Aspherical Magnifiers. 
(James Sutherland Publicity Ltd.) 

COMMERCIAL CATERING 
EQUIPMENT CO. LTD., using 
full pages in the trade press. 
(James Sutherland Publicity Ltd.) 


SIMMS MOTOR UNITS LTD. 
using four-colour spaces in home 
and overseas. technical press. 
(James Sutherland Publicity Ltd.) 

GALLAHER LTD., using small 
national campaign, including 
London Evening News, for 
Leader, a new tobacco. (Service 
Advertising Co., Ltd.) 

RADIO GRAMOPHONE  DE- 
VELOPMENT CO. using 
national weeklies and trade press 
for B.55 portable radio. (Gordon 
& Gotch Advertising Ltd.) 

FOSTER CLARK LTD. using 
Daily Mirror, Daily Express and 
trade press for jellies. (Greenlys 
Ltd.) 

STEPHENSON BROS. LTD., using 
double-page spreads in trade 
press for Miracle Carpet Sham- 
poo. (Stowe & Bowden Ltd.) 

BLUE CAP LTD., using spots on 
Midland commercial TV. (C. 
Mitchell & Co., Ltd.) 

LEDERLE LABORATORIES 
DIVISION, CYANAMID PRO- 
DUCTS LTD., using medical and 
pharmaceutical journals for Mil- 
town. (L. B. Singleton Ltd.) 

TEA COUNCIL OF IRELAND, 
using time on Radio Eireann’s 
morning schedules. (McConnell’s 
Advertising Service.) 

BEREC RADIO LTD. (subsidiary 
of The Ever Ready Co. (Great 
Britain) Ltd.), using trade press 
for Fiesta portable radio. (Green- 
lys Ltd.) 

THERMOS (1925), LTD. using 
national dailies, evenings, provin- 
cial papers and trade press for 
new flask. (Hedley, Byrne & Co., 


Ltd.) 

EXPANDITE LTD., using building 
trade, ironmongery and hardware 
and home help magazines. (Lovell 
& Rupert Curtis Lid.) 

MEGGESON & CO., LTD., using 
national dailies and Chemist & 
Druggist. (R. S. Caplin Ltd.) 

PARTOS (BRASSIERES) LTD., 
using national papers, magazines 
and trade press. (W. S. Crawford 
Ltd.) 
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Che Daily Celegraph 


The quality paper with 


over 


a million sale 


* * * * 


JUNE, 1956 
1,071,339 COPIES DAILY 


AN INCREASE OF 
21.744 


OVER JUNE, 1955 


* * * * 


THE PAPER PEOPLE TRUST 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


need :— 
F 


te 


ment. 


Pension 


SENIOR ADVERTISEMENT 
REPRESENTATIVE 


MASS CIRCULATION 


WOMAN’S JOURNAL 


The man we require must have proved selling 
ability or a successful record in management. 
An advertising background, though not neces- 
sarily on the space-selling side, is desirable. 


Here are two examples of the sort of man we 


This position carries a substantial salary and 
holds excellent prospects for further advance- 


expenses are paid and there is a contributory 


If this is the opportunity you are seeking and 
you are under 40, write in confidence, giving 
full details of your career, to: 


Advertiser’s Weekly 180 Fleet St EC4 


is required by a 


LEADING 


WEEKLY 


He may already be working on the 
advertisement staff of a publication” 
which does not quite measure up to 
his own ideas of the proposition he 
would like to sell. 


He could be a young Accounts Execu- 
tive, with brains and character, who 
likes meeting people and giving service 
and, at the moment, finds he cannot do 
enough of either. 


In addition to the salary, reasonable 


Scheme. 


Advertisement Director, 
Box 3959 
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JuLy 6, 1956 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per lime, 45s. per display panei inch. 


APPOINTMENTS WANTED, 3s. 6d. per lime, 40s. per dis 
classifications, 4s. 6d. per lime, 50s. per display panel inch. 
No. charge, one line plas Is. covering po 


advertisements under seven imsertions MUST BE PREPAID. Address **Ady 
Street, Lon WATerioo 3388 (Ex. 25). 


Weekly,”’ 180, Fleet 


stage, etc. 
don, E.C.4. 


play panel inch. All other 
Minimum, 3 lines. Box 
Series rates on application : all 

ertiser’s 


Executive. 


advancement. 


EXPORT SALES EXECUTIVE 


Well-known firm of cosmetic manufacturers invites applica- 
tions from men aged 30-35 for appointment as Export Sales 

The man appointed will be based in London for 
18 months-2 years, then in the South of England. Experience 
in cosmetic trade and export trade essential. 
£1,000 p.a., dependent on qualifications. 
Write for application form to 


Box 3984 
Advertiser's Weekly 180 Fieet St EC4 


Salary around 
Good prospects of 


PRODUCTION MANAGER required by 
well-known metal sign manufacturers 
First-class administrative ability allied 
to wide experience in metal fabrica- 


tion and large-scale production. Top- 
level appointm Applicants must 
be thoroughly versed in all aspects 
metal signs trad Own staff advised 
Write, with details age, experience, 
salary required. when available, to 

Box 3934 Ad. Weekly 180 Fleet St EC4 


ADVERTISING DEPARTMENT. 


Young 


man required as Assistant 
Manager to take over department in 
due course fust have press layout 
and literature experience. Line draw- 
ing experience ential Midlands 
area Suggested mmencing salary 
must be stated herwise application 
will not be considere 


Box 3923 Ad. Weckly 180 Fleet St EC4 


AGENCY MAN 


WITH KNOWLEDGE OF PRESENT 
TRENDS. 
IS A VACANCY FOR A 


PACKAGING 
DESIGNER 


Box 3941 
Advertiser's Weekly 180 Fleet St EC4 


DAY 
THERE 


MARKETING 


DESIGNERS. Exhibition stands, display, 
required by leading London exhibition 
contractors Pensionable post 


Box 3805 Ad. Weekly 180 Fleet St EC4 


| 
| 
| 
} 


ARTISTS wanted by old-established 
Studio for quality lettering or layout 
Wages are high, conditions are good 
Holiday arrangements respected. 
Sorry, no room for beginners. H. & 
A. Dix Ltd., 12 Great Newport Street, 
WC.2. TEM. 1396-7 


‘THE READER'S DIGEST’ 


wants an 
OFFICE BOY 
in the 


Production Department 


A bright young man could learn a lot 
before his National Service. 

Write, please, to the Advertisement 
Department, The Reader's Digest, 
25, Berkeley Square, London, W.!. 


ASSISTANT to Production 
wanted, age 20-30. Leading industrial 
advertising agency, I.P.A Pleasant 
atmosphere Prospects Pension 
scheme. Write with history and pre- 
sent salary, to 
Box 3977 Ad. Weckly 180 Fleet St BC4 

DISPLAY STUDIO requires young lady 
artist to assist in design and produc- 
tion of display features and publicity 
Able to do lettering. Attractive con- 
ditions. Holiday arrangements will be 
respected. Write, stating age, 
ence and salary required, 
Dept.. Saxone Shoe Co., 
Oxford Street, W.1 

FEMALE JUNIOR ARTIST required for 
general colour work for packaging 
designs in the N.W London arca 
Good knowledge of lettering and pre- 
ferably with knowledge of Typography 
Write, with details of experience and 
salary required, to 
Box 3971 Ad. Weekly 180 Fleet St EC4 


Manager 


to 
Ltd., 


THORNCLIFFE, 


would be required also. 


The appointment, which is p 


bi 


NEWTON CHAMBERS & COMPANY LIMITED, 


ADVERTISING ASSISTANT 
(ARTIST) 


The Company have a vacancy in their Chemicals Division for an ARTIST 
to act as assistant to the Advertising Manager. 


Primarily the duties will be to give general creative assistance with packaging. 
display and other marketing problems, but some administrative assistance 
Normal agency services are retained and these 
duties will be supplementary to those services. 


NEAR SHEFFIELD 


to higher executive status. 


23 and 30 years 


Please reply to STAFF OFFICER. 


The successful applicant will have had some 
practical experience as distinct from Art School work only: preferably in 
an advertising agency or department; 


, Starts at level but can lead 


he will be between the ages of 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


presentation standard. - 


SENIOR VISUALISER 


We need another experienced visualiser in our 
studio. He will work on a variety of consumer and 
technical accounts, taking his work up to client 


Write stating experience, age and salary required. 
(Profit Sharing and Pension Schemes.) 


S. C. PEACOCK LTD. 


Maddox House, 215-221 Regent St., London, W.|I. 


AN OP2ORTUNITY occurs for an ex 
National Service man as 4 trainee on 
the Office staff of a technical business 
connected with the printing indusiry 
Ring WAT. 6459 for appomtment or 
write, giving personal details, to 
Box 3969 Ad. Weekly 180 Fleet St EC4 

TECHNICAL WRITERS required by 


large precision-enginecring company 


engaged in mechanical, electrical 
hydraulic and electronic work, for the 
preparation of instruction and over 
haul manuals A knowledge of aero 
nautical instruments an advantage 
Excellent working conditions in new 
premises at Brentford, Middlesex 
Please write, with full details of 


experience, to: The Personnel Man- 
ager, Sperry Gyroscope Co., Ltd., 
Great West Road, Brentford, Middx 
PRINTING REPRESENTATIVE _ re- 
quired for London area with a reput- 
able organisation producing both 
letterpress and lithographic printing im 
town and country A practical know 
ledge is desirable. Write, stating age 
experience, etc., to 
Box 3988 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 
REPRESENTATIVE 


The Heighway Group of trade and 
technical publications has another 
vacancy for a young advertisement 
representative. Experience, though 
helpful, not essential, as training will be 
given. Payment by moderate commenc- 
ing salary and expenses. Future salary 
dependant on results. First-class 
opportunity for promotion for young 
man who wishes to enter the solid but 
interesting trade press field with a 
rapidly growing publisher. 

Send full details of Career, in writing, to: 
Edgar M. Leigh, Heighway Publica- 
tions, 110 Fleet Street, E.C.4. 


ARTIST for studio capable of preparing 
artwork from roughs supplied. Write, 
uiving full details 
Box 3964 Ad. Weekly 180 Fleet St BC4 


BOOK CLUB organisation requires pro 
motion Manager experienced competi 


tions, gift and member-getting 
schemes A job with wide scope 
offering very high salary Write, 
Stating qualifications 


Box 3962 Ad. Weekly 180 Flee: St BC4 


Good Class 
GENERAL ARTIST 


required by modern West-end 
studio. Knowledge of make-up 
essential, lettering an ae 
Good class work required for 
National Accounts. 


Box 3960 
Advertiser's Weekly 180 Fleet St EC4 


EDITOR of Trade Magazines, pub- 
lished in Birmingham, requires Jour- 
nalist Assistant. Educated young man 
or woman. Shorthand, interest in lay- 
out essential. Full details to 
Box 3924 Ad. Weekly 180 Fleet St BC4 


A JUNIOR TYPOGRAPHER is re- 
quired for the Publicity Design Siudio 
of a light engineering company in 
N.E. London, The ability to produce 
accurate layouts and type specifica- 
tions is essential Reply in the first 
instance, stating age, previous experi- 
ence and salary required, to 
Box 3914 Ad. Weekly 180 Fleet St EC4 


SHORTHAND TYPISTS, age 19/26, re- 
quired by large industrial firm with 
Head Office in the Hammersmith dis 
trict. Good speeds at shorthand and 
typing essential, together with a 
knowledge of office administration. 
Interesting jobs with scope for 
advancement Social and sports 
facilities available, together with staff 
canteen, pension fund, medical and 
dental = serviges Salaries to com- 
mence: £7-£7 10s. per week, according 
to experience. Reply to 
Box 3978 Ad. Weekly 180 Pleet Si EC4 


COMMERCIAL 
TV 
SCRIPTWRITER 


If you are an experienced commercial television 
scriptwriter with ideas, we would like to see you. 


Write or ring H. F. Hull, Television Manager, 
LAMBE & ROBINSON LIMITED, 


169 Regent Street, W.1 
REGent 8621 


| 
| 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


VERNONS 


would like to see you if... 


you are an experienced 


VISUALISER 


with plenty of ideas and the ability to 


translate them into clients layouts 


OR 


if you are a 


VISUALISER 


with less experience but with an original 


mind and a capacity for putting your ideas 


down on paper 
OR 


if you are an experienced 


TYPOGRAPHER 


with a good sense of design and not too 
much pride to turn your hand to mark-ups 


and adaptations as the need arises. 


Present Summer Holiday arrangements 


may stand. 


Write, giving details of previous experience, to: 


THE GENERAL MANAGER, 
Cc. VERNON & SONS LIMITED, 
17,19, STRATFORD PLACE, 
LONDON, W.|I. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 


| re = es 
ee 
ee | 
| 
es | 
FRE RCTS | 
a 
: : 
| | 
: | | 
pe Te 


ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


C&A 


require 
young lady 
as 


JUNIOR COPYWRITER 


Good salary, Ideal working 
conditions. 5 day week. 
Generous holiday. Staff 
Canteen Progressive post for 
right applicant. 


Write to 
Advertising Manager 
C & A MODES LIMITED 


North Row, 
Marble Arch, W.1. 


CLASSIFIED ADVERTISEMENTS 


EXECUTIVE 


required for Yorkshire Agency as first assistant to 
general manager. 


Must have good advertising experience including substantial 
agency practice. A very good opportunity for a young man 
who wants to settle down in a flourishing agency where he 
would ultimately be a director. 
£900. Bonus and Pension Scheme. 


Box 3963 
Advertiser’s Weekly 180 Fleet St EC4 


Age 28-35 


Basic starting salary about 


COMMERCIAL ARTIST to do letter- 
ing, diagrams and jackets, and to help 


on general book production. Good 
salary and opportunity of advance- 
ment. Write, stating qualifications, 
woe 121 Charing Cross Road, 


LAYOUT yaasaap ARTIST wanted 


by medium-size London agency to 
work on a wide variety of interesting 
accounts. At least two years’ experi- 
ence jn similar on Very happy 
studio; five-day week. 

Box 3993 Ad Weekly 180 Fleet St EC4 


JuLy 6, 1956 


APPOINTMENTS VACANT 


PRESS 
AND 
PUBLICITY 
MANAGER 


of outstanding ability 
required in Manchester 
for ABC TV’s Northern 
Station. Intimate know- 
ledge of Northern Press 
and Agencies essential. 


Write in confidence to : 
ABC TELEVISION 
Film House, 142 Wardour Street, 
London, W.1. 


State salary required and endorse 
applications ‘‘Publicity Manager."’ 


EXPERIENCED SPACE SALESMAN 
required by Trade Journal Good 
salary, commission and expenses 
Excellent opportunity for energetic 
and able young man to gain promo- 
tien. Car driver essential. Write 
Box 3982 Ad. Weekly 180 Fleet St EC4 


a sound knowledge of Typography and 
who is prepared to carry out adaptations 
when required. ideal conditions and 
Five Day Week. Write stating Salary 
required, etc., to Production Manager. 


LAYOUT MAN 


with creative ideas, required 
by West End commercial 
organisation. Must have good 
knowledge of production and 
printing processes. Good 
salary and prospects, pension 
scheme, five day week. Write 
giving full details of experi- 
ence, age and salary required, 
to 
Box 3999 

Advertiser's Weekly 180 Fleet St EC4 


Advertiser's Weekly 180 Fleet St. EC4 


TYPOGRAPHER 


We have a position vacant for a man with 


BOX 4014 


(London) For Silk Screen Printing. 
Only those with connections and 
capable of earning four figures consid- 
ered. Apply in strict confidence to 


Advertiser's Weekly 180 Fleet St EC4 


WANTED SLICK 


SALES REPRESENTATIVE 


ASSISTANT to Publicity Manager re 


quired by progressive film company 
Young man interested in writing, with 
some knowledge blocks and type and 
ability to produce rough layouts 
Apply Anglo Amalgamated Film Dis- 
tributors, 113 Wardour Street, W.1 


Box 3991 


SALES EXECUTIVE. Opportuniy for 


the right man in organised photo litho 
plant to specialise in selling high-class 
colour work. Ideally located in 
London. Previous contacts desirable. 
All replies treated in confidence. Full 
details to 

Box 3996 Ad. Weekly 180 Fleet St EC4 


POINT-OF-SALES contact man wanted 


for progressive photo litho house to 
assume the responsibility for the selling 
and preparation of creative displays 


and showcards Previous experience 
essential. All replies will be treated in 
Strict confidence 

Box 3995 Ad. Weekly 180 Fleet St BC4 


ALL-ROUND COMMERCIAL ARTIST 
required for busy advertising depart- 
ment. Must be fully capable of pro- 
ducing ideas and finished art work for 
wide range of material including 
leaflets, brochures, posters, etc. Exhi- 
bition experience an advantage. Pre- 
ferably resident in South-East London 

Apply Advertising 

Manager, Sebel Products Limited, 

11 Street, Erith, Kent. Erith 


or North Kent 


ILLUSTRATORS 


Technical illustrators with experi- 
ence in producing perspective 
drawings from manufacturing 
prints required for mechanical, 
electrical, hydraulic and electronic 
subjects. We also have vacancies 
for illustrators with experience in 
circuit diagrams and photograph 
retouching. 


These positions offer opportunities 
for interesting and varied work in 
our established and expanding 
company, and our studio has just 
moved into a brand-new building 
located in Brentford, Middlesex, 
and there is ,! vacancy at 
Stonehouse (Glos.) 


Please write briefly or telephone to; 
The Personnel Manager, 
Sperry Gyroscope Co. Ltd., 
Great West Rd., Brentford, Middx. 
Ealing 6771 


ADVERTISEMENT 
MANAGER 


required by 
Publishers of well-known Trade Journals 


A top executive in this field would be 
preferred, but consideration will be 
given to others who have first-class 
experience in organising and adminis- 
trating sales staffs. Successful applicant 
must be able to initiate and direct exten- 
sive selling campaigns. 


Applications, which will be treated in 
the strictest confidence, should give brief 
details of career and present salary and 
should be addressed to 


Box 1M.M3501 
A. K. Advg., 212a, Shaftesbury Avenue, 
London, W.C.2. 


ARTISTS 
REQUIRED 


LETTERING 
GENERAL & RETOUCHING 
ADAPTATION 


First-class work essential. 
Pleasant London Studio. 
Box 3998 
Advertiser's Weekly 180 Fleet St EC4 


SISSONS BROTHERS & CO., LTD., 


aint Manufacturers, require com- 
petent Executive to take charge of 
their Stationery and Advertising 
Department. Candidates must be 
thoroughly experienced in the buying 
of shade cards and show material, in 
addition to having original ideas on 
display. Knowledge of Printing and 
National Advertising is also required. 
Apply Managing Director, Bankside, 


MARKET RESEARCH. A well- 

known manufacturer of consumer 

goods situated on the outskirts of 
West London has a 


vacancy for an experienced 


RESEARCH OFFICER 


in their 
Market Research Department 


Essential requirements are wide 
experience in consumer research 
methods either in industry or in 
an agency, and in report writing. 
This is a senior appointment and 
initial starting salary will be 
assessed on qualifications and 
experience offered. All applica- 
tions will be treated in the strictest 
confidence and should contain full 
details of experience, qualification, 
etc. They should be addressed to: 


Market Research Director 
Box 3958 
Advertiser's Weekly 180 Fleet St EC4 


Phone 


your classifieds to WAT 3388 (Ex. 


25) 
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GRAHAM LOCKEY & PARTNERS LTD. 


require a 


JUNIOR 
PRODUCTION EXECUTIVE 


With a knowledge of media. 
Age between 19 and 24 with at 
least two years’ agency experi- 
ence on national accounts. This 
is a progressive appointment in 
an expanding agency which could 
easily develop into a key job in 
a few years. 


Please write, giving brief details 
of career to date to: 

The Secretary, 
Graham Lockey & Partners 
31, St. James’s Place, 
London, S.W.1 


ASSISTANT EDITOR required for 
leading textile magazine. Knowledge 
of fabrics an advantage. Write 
Box 3997 Ad. Weekly 180 Fleet St EC4 

ARTISTS required in Sheffield and 
Luton by new studio specialising in 
top quality industrial art work. Inter- 
views will be given in either Sheffield 


or Luton. Apply in first instance to 
Managing Director, __ Hallamshire 
Industrial Artists Limited, 4 Duke 


Street, Sheffield, 2. 


2 Good all round 
ARTISTS 
required 
capable of handling First Class General 
Work. Ability to cope with Technical 
Retouching an asset. Small but very 
happy Studio. Full details to 
Box 3655 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE (young) required for established 


Home and xport Engineering 
Journals. Limited experience prefer- 
able Write, in confidence, with 


details of age and experience, to 
Box 3879 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 
MAN 


— General Duties — 
Production 


Excellent opportunity for young 
man early twenties to join well 
established agency for general 
duties. Must have production 
experience, good education and 
adaptability. Reply giving details 
of experience and salary. Holiday 


arrangements will be respected. 


Box 4005 
Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 
pn APPOINTMENTS VACANT | 


APPOINTMENTS VACANT 


mechanical mechanisms. 


‘or economic mass production. 


Apply :— 


DRAUGHTSMEN DESIGNERS 
SENIORS & JUNIORS 


Vacancies exist for Draughtsmen Designers (Senior and junior) for 
work on design and development of electrical instruments and electro- 


Applicants for senior positions must have a sound engineering back- 

round in instrument engineering and must be capable of designing 
Applicants for junior positions must 
have Drawing Office experience in instrument engineering and must 
be capable of progressing to senior positions. 
and having necessary background and experience will be given every 
consideration. The positions are permanent and pensionable and offer 
excellent scope for advancement to suitable applicants. Salaries— 
és commensurate with experience and ability. 


Chief Draughtsman, Aron Electricity Meter, Ltd., 
| 72-82 Salusbury Road, London, N.W.6. 


Men leaving the forces 


WEST END AGENCY require man for 
Production filing and keeping Guard 


| Books up to date. Bonus scheme 
| Five-day week. 9 a.m. to 5.30 p.m 
| Write, stating age, experience and 


salary required, to 
Box 3994 Ad. Weekly 180 Fleet St EBC4 


COPY DETAIL ASSISTANT 
(Male) 


required with one or two years’ 


experience of advertisement pro- 
duction, block ordering, etc. Write 
giving details of experience and 


salary required to 
. R. Casson Ltd., 
6 Aldford Street, London, W.1. 


ADMINISTRATOR required with sound 
knowledge of film production and 
experience in advertising Applicants 
with first-class experience only will be 
considered Write, stating age, ex- 
perience and salary required 
Box 3961 Ad. Weekly 180 Fleet St EC4 


RETOUCHER 


Required. Mostly technical subjects. 
ideal job for the man living in this area. 
Good prospects. Holidays considered. 
Hayward & Martin Limited, 
34, High Street, Bromiey, Kent. 
Telephone : RAVensbourne 6702 


GEE & WATSON LTD. require an 
assistant Sales Representative (age 20- 
25) for their Manchester Office. Some 
knowledge of process engraving would 
be helpful but must be backed by a 
pleasant and helpful personality. 
Apply by letter, to 4 Chapel Walks, 
Manchester, 2. 


ARTIST. Lady required for creative 
commercial artwork capable of pro- 
ducing good colour roughs and subse- 
quently finishing them for reproduc- 
tion. The position calls for quality 
artwork and versatility No fashion 


work. 
Box 3980 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 


LETTERERS 


FIRST CLASS 
GENERAL ARTISTS 


Must be fully experienced. 


Apply by Phone or Write to:— 


David Judd Associates, 
3, Albermarle Street, 
W.1. 


| Mayfair 5162. 


Good pay, good prospects, and holidays 
this year. 


| 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


| 


AN 
IMPORTANT 
MEMBER 

of our creative team 


can be a young typographer who 
in addition to his talent for fault- 
less mark-ups has sufficient skill 
at lettering to indicate accu- 
rately the types he uses. 


T. G. Scott & Son Ltd., 
Crown House, 143/147 Regent 
Street, W.1. Reg. 3891. 


TYPIST /BOOKKEEPER with experience 


for small Agency. Age 25-35. Holi- 
days honoured. Excellent prospects 
Write S. V. Court Advertising Ltd., 
92 Victoria Street, S.W.1. 


EXECUTIVE STATUS 


If you aspire to move from the 
ranks of copywriting to client 
contact in a well-known medium 
sized Agency and have a proved 
record in technical as well as 
general copywriting, this posi- 
tion will interest you. The 
successful applicant will work 
closely with the Agency Director 
in a position that will call for 
initiative and offers considerable 
scope. Write sending details of 
experience to 


Box 4007 
Advertiser's Weekly 180 Fleet St EC4 


PACKAGING. 


Creative Pictorial De- 
signer, must be capable of producing 
original designs and have good typo- 
graphical knowledge. Good oppor- 
tunities for advancement 
Studios. Five-day week. 

Box 3792 Ad. Weekly 180 Fleet St BC4 


FERODO LIMITED, 


Manufacturers of Brake and Clutch 
linings, fanbelts, and stairtreads, 


have a vacancy at the level of 


ASSISTANT 
DEPARTMENTAL MANAGER 


in the 


PUBLICITY DEPARTMENT 


The job includes the preparation of 
technical and lay articles for the press, 
the editing of the Company's overseas 
house journal, and the production of 
catalog and publicati The Pub- 
licity Department is part of the Head 
Office at Chapel-en-le-Frith, in the 
High Peak district of Derbyshire. 
Pension Scheme. Interested candidates 
(age limits 25-45) should write giving a 
full account of their career to date, 
enclosing specimens of written work, 
and stating salary required to The 
Personnel Manager, Ferodo Ltd., 
Chapel-en-le-Frith. Via Stockport. 


Phone your classifieds to WAT 3388 


(Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


URBAN DISTRICT OF PAIGNTON 


ENTERTAINMENTS & 
PUBLICITY DEPT. 


Applications are invited for the 
post of Publicity Assistant in the 
Council's Entertainments and 
Publicity Department at a salary 
of Clerical Division Grade Il 
(£580 rising by annual increments 
of £20 to £640). Forms of applica- 
tion may be obtained from the 
undersigned, to whom completed 
applications must be returned not 
later than the 21st July, 1956. 


SAMUEL HODSON, 
Clerk of the Council. 


Municipal Offices, 
Oldway, 
PAIGNTON. 


ASSISTANT to 


EXCELLENT 
Young 
vice completed, who likes hard work 


OPPORTUNITY for 


and wants to get on) 
sideration 
details, please, to Chief Typographer. 
Hedley, Byrne & Co., Ltd., 140 Park 
Lane, London, W.1. 


Holiday con- 


YOUNG MAN aged about 30, to con 


trol busy section of a Classified Dept., 
of West End Advertising Agency. The 
work involves compiling Composite 
Letterpress page advertisements. Must 
be an accurate checker and be able to 
make additions and corrections to 
proofs from _ clients’ instructions 
Must be good Typist. Write, stating 
age, experience and salary required, to 
Box 4010 Ad. Weekly 180 Fleet St EC4 


Production Manager 
required, aged 20-24. in small well- 
established West End Agency—to 
eventually take over control of pro- 
duction Pension scheme. luncheon 
vouchers Five-day week Please 
write, stating previous experience and 
salary required, to 

Box 4006 Ad. Weekly 180 Fleet St EC4 


SHORTHAND TYPIST SECRETARY, 


able to work on her own initiative 
required by Publishing company 
Luncheon vouchers provided. Reply 
Box No. 1M. 2779 A.K Advg., 212a 
Shaftesbury Avenue, W.C.2 


EXPERIENCED young Layout Artist 


required. Apply to H. Veevers, Art 
Director, Messrs. Webster Ridgway & 
Partners Ltd... 29 Ludgate Hill, 
London, E.C.4 


PUBLICITY 
MANAGER 
or P.R.O. 


One of the leading electronic equip- 
ment manufacturers in the country 
require the services of asenior executive 
who will be primarily responsible for 
securing adequate publicity for the 
Company's many important products 
and installations. Whilst he would be 
expected to take an interest in the 
day-to-day details of conventional 
publicity media he must be capable of 
taking brief, factual material from 
design engineers and building from it 
newsworthy articles for the Press. In 
short he must have had some experience 
of electronics, he must be able to write 
and, perhaps most important of all, he 
must have a nose for news. 

Write in strict confidence, fullest 
possible details of past experience to 


Box 3992 
Advertiser's Weekly 180 Fleet St €C4 


Typographer (National Ser- 


Luncheon vouchers. Full 


CLASSIFIED ADVERTISEMENTS 


ERWIN WASEY & CO. LTD., BROOK HOUSE, PARK LANE, W.1 


Erwin Wasey & Company Ltd. 


have a vacancy for a young and ambitious 


TYPOGRAPHER 


with agency experience 
The position is a responsible one within 


an Art group handling large National accounts 


Ring Mr. K. Kennard, MA Yfair 8171 for appointment 


CATALOGUE PRODUCTION MAN 
required for responsible position in 


medium-sized advertising department 


Must have sound knowledge of al! 
typography and 
details of 


printing processes, 
layout Write, giving 
experience, age and salary required, 
to The Secretary, Kay & Co., Lid 
The Tything, Worcester 


GRAND OPPORTUNITY for « young 


man with first-class advertising ability. 


also must be capable of Sales Promo- 


ion, for a large Departmental Store 
with branches in 
Kem. Apply, with full particulars, to 
Box 4015 Ad. Weekly 180 Fleet St EC4 


in S.E. London, 


you can order comp- 
t - licated blocks, do work- 
manlike type mark-ups, and 
progress a print job through 
all its stages, we have a desk 
waiting for you, with a higher 
salary than you are receiving, 
and good prospects. 
Essentials : 
agency experience, age be- 
tween 25-40. 


Write us with full details, 
including present salary. 


Holiday arrangements hon- 
oured. 


Staff Manager, Gilbert 
Advertising Services Limited 
Hastings House, 10 Norfolk 
Street, Strand, W.C.2. 


TECHNICAL PUBLICITY. 


Young 
man required (National Service com- 
pleted) with some engineering back- 
ground and preferably some publicity 
department knowledge, to assist Pub- 
licitty Manager of large engineering 
group in London Please telephone 
Office Manager, TERminus 2833 


SENIOR ADVERTISEMENT REPRE- 


SENTATIVE, in London, for Trade 
Publications. Early promotion for 
person with good space-selling record 
at top level. 

Box 4016 Ad. Weekly 180 Fleet St EC4 


TECHNICAL PASTE-UP ARTISTS and 


negative strippers, required for inter- 
esting work. Opportunity for learning 
in other departments. Five-day week 
Ace Litho Litd., 76/78 Clerkenwell 
Road, E.C.1. C LE. 6534. 


ADVERTISEMENT MANAGER, not 


over 35, for group of periodicals, 
Midlands Salary and commission 
Considerable cope and prospects 
Full details of experience, in strict 


confidence, to 


Box 3983 Ad. Weekly 180 Fleet St EC4 


RETOUCHERS, 
artists required 
to fill vacancie 
of basiness 
class work are 
of capabilities z 


Mr. Finch, Rap 


CHAncery 6055 for appointment 


sualisers and lettering 
enterprising studio 
caused by expansion 
Arusts capable of first 
ed to send details 

{! past experience to 
Arts Lid., 1 Far- 
ringdon Road, FE C1, or telephone 


McMichael Radio Limited 


invite applications 
for the position of 


Advertising Manager 


The successful applicant must 
have appropriate technical quali- 
fications and extensive experience 
in all branches of advertising and 
publicity, preferably within the 
radio industry. Salary and emolu- 
ments will be substantial, in view 
of the responsibility involved. 


Applications with full supporting 
details should be addressed to the 
Sales Director, McMichael Radio 
Limited, Wexham Road, Slough, 
Bucks. 


ADVERTISING: Assistant to Buyer for 


Space in the Press required by London 
agency Must have a pleasant and 
business-like personality, be able to 


type well and keep records 
experience im an 
department an advantage 
ing salary £9 
day this year 


Box 3981 Ad. Weekly 180 Fleet St BC4 


PUBLISHERS of | international 


require Advertisement 
lent prospects for right man 
Past record absolutely essential 
el commensurate with experience 


Box 4000 Ad. Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


Previous 
advertising media 
Commenc- 
No Saturdays. Holi- 


scien- 
ufic and technical publication urgently 
Manager to 
handle space in their journals. Excel- 
Good 


JuLy 6, 1956 


APPOINTMENTS VACANT 


One of London’s largest Adverti- 
sing Agencies has an unusually 
interesting and important position 
for a man between 27 and 35. 
Applicants should have a good 
presence, a first rate education 
and a lively and exploratory mind. 
They should have a_ working 
knowledge of agency business and 
considerable executive ability, al- 
though actual Agency experience 
is not essential. Initial Salary will 
be a matter for negotiation, and 
the position holds great promise 
for the man who tackles it with 
energy and with success. Write in 
confidence stating details of edu- 
cation and career, present salary 
etc., to the Managing Director, 


Box 3989 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNT EXECUTIVE AND COPY- 
WRITER wanted urgently by Birming- 
ham Agency Well-paid position for 
right man ‘Phone: MID 5905 or 


write 
Box 3936 Ad. Weekly 180 Fleet St BC4 


PACKAGING BUYER required by lead- 
ing Cosmetic and Toilet goods manu- 
facturer Also Assistant Buyer 
Apply, stating age, experience, salary 
required, to 
Box 3952 Ad. Weekly 180 Fleet Sit EC4 


FAMILY DOCTOR 


Advertisement Department 


require senior copy clerk/shorthand 
typist. Experience in handling adver- 
tisement copy for a publication essential. 
Good salary, five-day week. Telephone 
for appointment EUSton 4499, ex- 
tension 131. 


DIRECT MAIL. A young man required 
capable of handling all direct mail for 
trade journal publishers in London 
Ability to write good English essen- 
tial This is an interesting position 
calling for initiative, coupled with a 
mind for detail re fully, giving 
age and salary required 
Box 3930 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required with 
ability to produce layout for Adver- 
tising Also a first-class Retoucher 
wanted a i pension schemes 
operating 
Box 3953 Ad Weekly 180 Fleet St BC4 


SENIOR DESIGNER/ 
ILLUSTRATOR 


To join a happy team producing 
Press Advertising, Brochures, 
Catalogues, Packaging and Point 
of Sale Displays to S.I.A. Stan- 
dards. Crisp, versatile designs 
and accurate layouts essential, 
plus sound knowledge of produc- 
tion processes and Typography. 
Figurework an advantage. Good 
salary and permanent position in 
congenial surroundings. Your 
present Holiday arrangements 
will stand, of course. Send 
specimens (which will be re- 
turned), with details of experi- 
ence and salary required, in 
confidence, to 


THE MANAGING DIRECTOR, 
EDWARDS, DYER & CO. LIMITED, 
| COOPER STREET, MANCHESTER 2 
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JULY 6, 1956 


ADVERTISER’S WEEKLY 


| CLASSIFIED ADVERTISEMENTS: 


LAYOUT ARTIST capable of produc 


ing slick creative layouts and also 
produce rough visuals where commieed, 
Good opening for first-class man with | 
Salary to suit. Five-day week 

Box 4013 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED | 


DO YOU REQUIRE 
AN ALL-ROUND 


ARTIST /MANAGER 


First-class Still Life, Design, Layout and 
Typesetting. Wide Agency and Studio 
Experience. All Processes and Media. 
Write to Box 3968 
Advertiser's Weekly 180 Fieet St EC4 


AEROGRAPH RETOUC — 
man secks opening in Lo 


Young 


Box 4017 Ad. Weekly 180 Fieet St EC4 | 


LADY SECRETARIAL ASSISTANT 
to Advertisement Manager; 5 years’ 
experience magazine advertising; 
ested Agency work; fluent German; 

seeks change 


Preferably West 
End. Five-day week 
Box 4001 Ad. Weekly 180 Fleet St BC4 


ADVERTISING MANAGER, wide 
experience all phases advertising, seeks 
interesting outlet for hard work and 
ideas Good knowledge __ ee 
products and keen sales sen: 

Box 4008 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS 
ARTIST VISUALISER 
WANTS TO JOIN 
AGENCY 


Box 3976 
Advertiser's Weekly 180 Fleet St EC4 


inter- | 


REPRESENTATIVE TO STUDIO, 
female, 25, available as trainee P.R.. 
Junior Account Executive, or post 
where advertising or i ~ fashion 
experience would be useful 
Box 4009 Ad. Weekly 180 Fieet St EC4 


ASSISTANT ACCOUNT EXECUTIVE. 
Australian girl, middle twenties, 
six years’ experience in Sydney, 
position 


seeks 


| 
| 


with | 


with medium-sized Agency | 


in London, for approximately 2 years. | 
Box 4012 Ad. Weekly 180 Fleet St EC4 | 


“ HAND-PICKED ” 
available.—The Wigmore Agency 
Wigmore St., W.1. HUNter Sos /2/3. | 


MARKETING EXECUTIVE 
positions advertising agencies 
manufacturers—seeks new post in 
England or abroad Experienced in 
market research, promotion, 
management 
Continent i 
guages, age un 
Box 4011 Ad Weekly 180 Fleet St EC4 | 


Ambitious, 
keen young man (27) 


experience in promoting In- 
dustrial, Commercial & Show 
Business clients through P.R. ; 
Advertising; Direct Mail ; 
House Magazines, etc., has 
worked on newspapers and 
with P.R. firms. Also been 
responsible for internal staff 
relations. Seeks post with 
prospects and responsibility. 
Speaks French and German. 
Box 3990 
Advertiser's Weekly 180 Fleet St €C4 


- semor 


degree, lan- 


SECRET —w | 


and | 


and sales | 
in England and on the | 


j 


aged 22, 
clamours for a trainee-type opening in 
agency. Current salary £515. No 
Practical experience but halfway to 
D.A.A. in study. Please write to 

Box 3972 Ad. Weekly 180 Ficet St EC4 


TELEVISION 
WRITER AND 
VISUALISER 


Responsible executive seeks post with 
large Agency. 


Experience: TV, Films, Press and Radio. 
Write to 


Box 3985 
Advertiser's Weekly 180 Fleet St EC4 


| 
FREE LANCE SERVICES 


LAYOUT ARTIST (ex fig.) specialises 
in booklets, folders, etc 
Box 3692 Ad. Weekly 180 Fleet St EBC4 


FREE-LANCE ARTIST. Manufac- 
turers of @uality advertising material, 
ic. Showcards and Wall Pilates, 
require the occasional services of a 
free-lance Artist who can submit 
ideas in rough form, and prepare 
final Art Work Figure Artists are 
especialy invited to apply Write to 
Box 4004 Ad. Weekly 180 Fleet St BC4 


COLOUR RETOUCHER, free lance or 
part time, for Small Offset Litho 
Golderstat, 25 Downham Road, N.1 
CLIssold 6713 


STUDIO G 


are Artists agents that will offer 

a regular flow of work and 

monthly settlements to Artists 
specialising in 


RETOUCHING 
LETTERING 
STILL LIFE 

FIGURE 


DESIGN & LAYOUT 
Please Phone PRimrose 3659 


GENERAL AND LAYOUT ARTIST 
requires Commissions for Press layouts, 
Brochures, Catalogues, etc 
Box 3974 Ad. Weekly 180 Fleet St EC4 


YOUNG FREE-LANCE JOURNALIST 
for occasional P.R. work Adver- 
tisers might pay retainer. 

Box 3975 Ad. Weekly 180 Fleet St EC4 


FREELANCE or part-time work re- 
quired by journalist/copywriter. Editor 
of house magazines, advertising agency 
experience, and many useful contacts 
in industry and journalism 
Box 3979 Ad. Weekly 180 Fleet St EC4 


RETOU Cc HER, 
new contacts. 
Box 3986 Ad. Weekly 180 Fleet St BC4 


SENIOR VISUALISER available 
time free lance 
versatile, reasonable 
Box 3966 Ad. Weekly 180 Féeet St EC4 


FREE LANCE GREETING CARD 
ARTIST seeks commissions 
Box 3973 Ad. Weekly 180 Fleet St EC4 


long experience, seeks 


part- 
Experienced, 


| 


| APPOINTMENTS WANTED FREE LANCE SERVICES 


A FRUSTRATED male, 


TECHNICAL ILLUSTRATOR ss secks 
commissions. Accuracy in line or tone 
from engineers’ prints, also air-brush 
work. Nothing too intricate. 

Box 3889 Ad. Weekly 180 Fleet St EC4 

FOR THAT BRIGHT IDEA that's the 
right idea, — design or stylised 
illustration, write 
Box 3868 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 


MAIL ORDER HOUSE has 200,000 
original orders for sale (mames and 
addresses) All British Mail Order- 
minded customers. £5 per thousand 
or offer. Write 
Box 4019 Ad. Weekly 180 Fieet St EBC4 


THE FRENCH say “Printing, Press and 
Publishing News" is ‘‘formidable.”’ 
As Anglo-Saxons we know you will 
express your view in a more subdued 
way Nevertheless we continually 
receive letters expressing gratification 
at the extensive coverage of the 
graphic arts in this wonderful paper 
(advt.) Anyway, we advise you to 
get a copy this very week Price 
9d. from your newsagents, or from 
110 Fleet Street, London, 4. 


SALES AND WANTS 


ARRIFLEX 35 motion picture camera 
for sale. Complete — tripod, set 
of Astro lenses f/1.8 
Box 3965 Ad. Weekly "180 Fleet St EC4 


PRINTERS 


OLD - ESTABLSHED TECHNICAL 
MONTHLY JOURNAL secks reliable 
printers. 120 pages letterpress, some 
4-colour work. 

Box 3970 Ad. Weekly 180 Flect St BC4 


ACCOMMODATION 


CLEMENT'S INN, Strand, 2 suites 800 
and 1,500 square feet, first floor 
Rent £700/£1,350 inclusive of rates. 
Particulars from Donaldson & Sons, 
94 Jermyn Street, S.W.1. WHI. 4516. 


FOR ARTIST, Letterer Retoucher or 
Copywriter Visualiser Ample space 
in large, light, quiet room with 2 other 
artists, in small Advertising Agency 
near Baker Street Station "Phone, 

reception, cleaning, inclusive, 


Box 4018 Ad. Weekly 180 Fleet St BC4 


COMMERCIAL ARTIST, preferably 
general, wishing to share large quiet 
office in Chelsea with north window 
6 ft. by 10 ft. long, very quiet and 
warm in winter. Ring FLAxman 0896. 


BUSINESS OPPORTUNITIES 


IMMENSE OPPORTUNITY for able 
Sales/Publicity Executive expand estab- 
lished business. Invest £2,000. Have 
additional funds for expansion at own 
discretion Das control and 
security offer 
Box 3987 Ad Weekly 180 Fleet St EC4 


Are you an 


ACCOUNT 
EXECUTIVE 


inarut... 
and is the rut growing deeper 
with prospects growing fainter? 
Small progressively - minded 
London Agency offers Direc- 
torship to the right executive. 
Modest investment required 
to further obvious expansion. 
Get out of the rut 
get into the groove. Write : 


Box 4003 
Advertiser's Weekly 180 Fleet St EC4 


UNIQ 


UE “SCRIVENER” SERVICE. 
Invitations to functions of all , descrip- 
tions acquire that ** 


PRINTING — Brochures, Catalogues, 
New 


Magazines, Works spapers—com- 

plete production, design, 

despatch. Addressing, franking and 
ting services. Competitive prices. 

nquiries, Dumfsies and Galloway 

News, 86 High Street, Dumfries (468). 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality ~and-White and 
Colour photo litho, 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


DISPRO LTD. Ask your printer about 


the wonderful high gloss, colour inten- 

sification and durability of 

—a- ee knows all about m— 

or ask —— 

—_ 658 wr | 
-E.5. RODee, 7171 


OPENING IN SOUTH AFRICA. 


Partnership available in established 
publicity consultant's practice. Small 
capital required. 

Box 4002 Ad. Weekly 180 Fleet St BC4 


SPACE-SELLING AGENCY 


specialising in the representation of 
trade and technical journals is now in 
a position to represent additional 
journals not competitive with those 
already represented. 

/ services offered can be purely 
space selling, or the complete business 
management of the journal, thus re- 
lieving the publisher of most functions 
other than editing. 

Our present clients know of this 
advertisement, and principals replying 
may do so with the assurance that their 
letters will be treated as highly con- 


fidential. 
Box 3967 
Advertiser's Weekly 180 Fleet St €C4 


SALES and ADVTG. 
EXECUTIVES! 


Tell your story in pictures— 
it pays! We specialise in 35 
and 16 mm COMMERCIAL 
FILMS & T.V. SHORTS. 


Full studio facilities. 


Write today— 
FREEMAN FILM CO. LTD., 


National House, 
MANCHESTER, 2 


(BLAckfriars 0810) 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


The nicest way to say... 
Happy Birthday to you 
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By cheque? Yes!—but a cheque with a 

difference, a Midland Bank Gift Cheque. 

That’s the only way to make a money 

present really worthy of the occasion. It’s 
very easy. These gay, colourful cheques can be 
bought by anyone at any of the Bank’s branches. The 
cost is only 1/-, over and above the amount of the 
cheque which can, of course, be any sum you may 
provide. Full information and a descriptive leaflet 
in colour can be obtained from any of the Bank’s 
2,120 branches or by post. Also available : Midland 
Bank Gift Cheques for Weddings, Christmas and 
General gift purposes. 


MIDLAND BANK GIFT CHEQUES 
. . . the modern way to give a money present 


MIDLAND BANK LIMITED. HEAD OFFICE: POULTRY, LONDON, E.C.2 


Jury 6, 1956 


— STOP PRESS — 


NEW ISBA COUNCIL 


At the anneal general meeting of 
the Incorporated Society of British 
Advertisers, held on Wednesday 
this week, Clifford J. Harrison 
(Horlicks Ltd.) was re-elected presi- 
dent (see page 5), P. G. E. War- 
burton (Richard Hudnut Ltd.) 
was re-elected vice-president. 

The composition of the Council 
for 1956/57 (with new members 
asterisked) is as follows: Lt. Col. 
M. W. Batchelor, Batchelors Peas 
Lid,; A. L. Benzing, Ingersoll Ltd. ; 
*R. G. Berchem, Jeyes-Ibco Sales 
Ltd.; E. C. Bowyer, ~~ Boe By 
British Aircraft C 
J. G. Bridges, British Travel & 
Holidays Association; C. G. 
Browne, Hove Corporation; T. D. 
Craven, McDougalis Ltd.; R. M. 
Evans, The Imperial Typewriter Co. 
Lid.; N. F. Fabricius, 

G Ltd. ; » We -me 
Ron Ltd.- 
eral Electric Co. Ltd.; A. J. 


J. Harrison, Horlicks Ltd. ; ‘c. Cc. W. 
Havell, The Imperial Tobacco Co. 
(of Gt. Britain and Ireland), Ltd.; 
*W. R. S. Hudgson, Barclay Perkins 
& Co., Ltd.; Lord Mackintosh of 
Halifax, John Mackintosh & Sons 
Ltd. ; Martin, Bob Martin 
Ltd.; A. McVie, Standard Tele- 
— & Cables Ltd.; W. J. 

organ, The Machine Tool Trades 


i Ltd. ; 
T. M. Niven, Mechans Ltd. ; 
Wallace N. Ormrod, Vantona Tex- 
tiles Ltd.- *H. M. Palin, The British 
Cycle & Motor Cycle Industries 
Association Ltd.; J. M. Peddie, Co- 


Son & Co. (Park Royal) Ltd.; John 
Ryan, The Metal Box Co. Litd.; 
*H, M. Seward, Optrex Ltd.; *F. 
John Stratton, Dolcis Ltd. ; Sir Basil 
R. G. Tangye, Tangyes Ltd. ; *C. M. 
Vignoles, Shell-Mex & B.P. Ltd.; 
*Harrison S. / & 
Walton Ltd.; P. G. 

Richard Hudnut 

Williams, Thos. Hedley & a Ltd. ; 
and C. B. Wrey, 

Tobacco Co. (of Gt. Britain & Ire- 
land), Ltd. 


KINLOCH NAMED 
DIRECTOR 


Commander David C. —— 
deputy director of ISBA, has been 
appointed director to succeed Alan 
Whitworth. 


Honorary treasurer for forth- 
Hardern. 


| coming year is Leslie 


EXECUTIVE COMMITTEE 


The following members were 
elected to serve on the Executive 
Committee : B. G. Allen, Esso Petro- 
feum Co. Ltd.- R. W. Barnard, 
Prudential Assurance Co. Ltd.; H. 
Chilton, Horlicks Ltd.; F. W. Paul 


| Corbould, Vick International Ltd. ; 
| L. H. Hardern, North Thames Gas 


Board ; Miss F. V. Honywood, Coty 
(England) Ltd.; B. E. Kent, Allen 
& Hanburys Ltd. ; T. L. Marks, 
Arthur Guinness Son & Co. (Park 
Royal) Ltd.; J. Read, Standard 
Telephones & Cables Ltd. ; ; A, R. M. 
Sedgwick, Gillette Industries Ltd. ; 
Wm. C. ielé, Yardley & Co., 


Ltd.; C. D. Thomson, Thos. Hedley 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, 
registered offices: 


Advertisement, Editorial and Sales office 


180 Fleet Street, London, 
: Mercury House, 


Lenten. W.C.2, for the proprietors, 
E.C.4, England (Waterloo 3388). 


109-119 Waterloo Road, 


& Co. Ltd.; J. S. Tolmie, John 
Walker & Sons Ltd.; Clifford 
Turner, Glaxo Laboratories Ltd.- 
Douglas Wilson, The United Steel 
Companies Ltd.; C. Alan Wood, 
Hovis Ltd.; C. B. Wrey, The Im- 
perial Tobacco Co. (of Gt. Britain 
& Ireland), Ltd.; and B. W. Galvin 
pet Imperial Chemical Indus- 


A teaser ad for Hope & Anchor 
Breweries Ltd. appeared in Wednes- 
day’s “Daily Mail.” The ad had 
the words “Sub, sub-threshold . . .” 
on it, and in a box underneath “. . . 
suits me ‘you'll find it suits you 
too.’” Readers who the 
slogan and the associated product 
were invited to write to the com- 
pany. A small prize was offered for 
witty mpaen, 


a monthly magazine 
‘anuary by Penrod Ltd. 
ew over by Cent 

A circulation d vy 4 


announced shortly. Editorial and 
advertising offices are at 79 Great 
Titchfield Street, Lenden, wa 


Nielsen 

Company, is now assisting British 

Nielsen sales and service executives 

with further development of the 
TV audience 


by the British Cycle & er Cycle 
Traders’ Association. H. V 


appears today 

= tre, Music and Travel Fare,” 
the publishers are Wigmore Public 
Relations. The editor is Douglas 
Gardner. Advertisement rates are 
£32 a page and it will be sold at 


ion of studio manager, to 
ome Technical Advertising Service’s 
Fleet Street — 


Ba oe — have —- 


1,434,245 tose 
444,134 in May, = t 3 in 
June. 


Business Publications Limited, 
London, S.E.1 (Waterloo 3388). 
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